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I  THIS  WEEK  ON  THE  WEB 

I  Exclusively  on  editorandpublisher.com  . . 

}  Many  newspapers  have  added  registration  to 
their  Web  sites,  but  there’s  no  one-size-fits-all 
I  approach,  says  Steve  Outing.  He  surveys  the 
available  options  (“Stop  the  Presses.”  Nov.  26). 

...  A  newspaper  company  investing  in  a  dot-com 
startup?  Yes,  it  did  happen  in  November  2003  j 
;  (“Headlines,”  Nov.  25). . . .  Columnist  Charles  I 
I  Bowen  visits  Journalism.org,  an  extensive  portal 
cosponsored  by  the  Project  of  Excellence  in  j 
I  Journalism  and  the  Committee  of  Concerned  I 
I  Journalists  (“Digital  How-to,”  Nov.  25). ... 

Newspapers  ran  half  of  the  top  20  Web  news  j 
domains  in  October  (“Headlines."  Nov.  24). ...  j 

Plus  a  new  Photo  of  the  Week  and  Online  Poll.  1 
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in  All  ABOUT  THE  BENJAMINS 

1JUST  FINISHED  READING  JOE 

Strupp’s  column  on  Jayson  Blair 
today  (Nov.  17,  p.  30),  and  I  could 
not  agree  more.  The  fact  that  this  jerk  will 
be  making  that  much  money  relaying  the 
story  of  how  he  cheated  the  integrity  of 
a  field  that  pays  its  workers  peanuts  is 
atrocious. 

CHRISTINE  KRALY 

Washington,  D.C. 

As  THE  writer/producer  OF  THE 
upcoming  Showtime  film  about 
Jayson  Blair,  I  read  your  Nov.  17 
column  with  great  interest  and  must  tell 
you  I  agree  with  your  feelings  100%  and  I 
am  making  this  issue  a  part  of  the  movie, 
down  to  his  unintentionally  hilarious 
encounter  with  Walter  Cronkite. 

JON  MAAS 
Los  Angeles,  Calif 

MEN,  BROTHER.  It’S  GODDAMN 

infuriating.  Blair  and  Glass  both... 
editors  (all  editors,  everywhere) 
ought  to  hang  up  on  them  any  time 
they  call. 

DAVID  ZIVAN 

Chicago  Magazine 
Chicago,  Ill. 

IT’S  A  SHAME  THAT  THE  PUBLISHING 
trade  is  in  such  bad  shape  that  some 
of  its  players  can't  see  their  way  to 
shunning  Blair,  or  passing  up  an  easy 
buck.  But  your  piece  will  be  widely  read 
and  forwarded  on  the  Web,  and  generally 
hailed  as  good  common  sense  —  especial¬ 
ly  by  people  not  working  in  journalism 
who  wonder  if  we  celebrate  our  own. 


regardless  of  their  character.  When  peo¬ 
ple  in  the  press  take  an  ethical  or  moral 
position,  such  as  you  have,  it  helps  us  all. 

MARK  MILLER 
Los  Angeles,  Calif 

OULDN’T  HAVE  PUT  IT  ANY  BETTER, 

about  Jayson  Blair.  The  willing 
promotion  by  these  broadcast 
hacks  is  repulsive. 

BILL  MCMICHAEL 

HAMPTON  ROADS  BUREAU  CHIEF 
Navy  Times 
Hampton,  Va. 

STOKING  FIAMES  OF  CONFIICT 

ou  HAVE  THE  TIP  of  the  iceberg 
here  (“Pentagon  Questions  Report 
of  Osama/Saddam  Link,”  Ei^P 
Online,  Nov.  17).  There  has  been  more 
propaganda  fed  to  gullible  reporters  on 
the  march  to  war  with  Iraq  than  you  can 
possibly  imagine. 

JUDE  WANNISKI 

Parsippany,  N.Y. 

AFUllElllPSES 

1  NOTICED  YOUR  USE  OF  ELLIPSES 

(“news  reports  that  the  Defense 
Department  recently  confirmed 
new'  information  with  respect  to  contacts 
betw'een  al-Qaida  and  Iraq...  are  inaccu¬ 
rate”)  to  help  the  reader  infer  the  Penta¬ 
gon  said  the  report  was  inaccurate. 

The  Pentagon  did  not  make  the  claim 
the  report  was  inaccurate;  what  they 
claimed  was  inaccurate  w'as  that  they 
had  confirmed  the  new  information. 

MIKE  JARDES 
Shawnee,  Kan. 


- 50  YEARS  AGO  - - 

NEWSPAPERDOM*  FROM  EDITOR  &  PUBLISHER 


DECEMBER  5,  19.53: 

All  seven  of  the  major  newspapers 
in  New  York  City  —  The  New  York 
Times,  the  New  York  Daily  News. 
i  the  New  York  Daily  Mirror  and  the 
:  afternoon  New  York  Post,  New 


York  World-Telegram  and  Sun,  the 
New  York  Journal  American  and 
the  New  York  Herald  Tribune  — 
were  suspended  this  week  by  a 
strike  of  the  International  Photo- 
Engravers  Union  Local  No.  1. 


Caught  in  the  shutdown,  former 
President  Harry  S.  Truman  decid¬ 
ed  to  satisfy  his  news  jones  by 
visiting  the  Assocated  Press'  New  i 
York  offices,  where  he  pitched  in  ! 
on  photo  desk  operations.  I 
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Gannett  to  press  ahead, 
pity  and  free.  CEO  says 


McCorkindale,  with  tenure  extended 
to  2006,  indicates  company  is  still 
‘a  ready,  willing  acquirer’ 

BY  LUCIA  MOSES 

Rather  than  accept  the  growth  of  free 
tabtoids  as  inevitabte,  newspapers  must  do 
a  better  job  convincing  people  why  they 
should  pay  for  traditional  dailies,  said  Douglas  H. 
McCorkindale,  chairman,  president,  and  CEO  of 
Gannett  Co.  Inc.,  during  a  rare  media  interview  with 
EEs^Plast  week.  “It’s  a  very,  ver>',  valuable  product,  and 
quite  honestly,  very  underpriced  compared  to  what 
the  reader  is  receiving,”  he  said.  “We  seem  to  be  afraid 
to  tell  people  that.” 

Gannett,  with  100  U.S.  dailies,  has  been  out  front 
in  developing  spinoff  publications  aimed  at  young 
people,  launching  three  free  weeklies  in  the  past  year 
and  planning  several  more.  McCorkindale  said  that 
while  free  papers  serve  an  important  reader  and  ad¬ 
vertiser  pur{)ose,  they  won’t  supplant  the  paid  daily. 

The  CEO,  who  has  earned  an  acquisition-sawy 
reputation  on  Wall  Street,  said  that  the  chance 
of  cross-media  ownership  rules  changing  and  the 
likelihood  of  continued  industiy  consolidation  led  the 
Gannett  board  of  directors  in  July  to  extend  his  tenure 
until  2006.  His  previous  contract  would  have  ended 
in  June  2004,  when  he  reaches  age  65,  so  the  board’s 
action  tabled  the  subject  of  succession. 


McCorkindale,  who  has  spent  32  years  at  Gannett, 
rising  through  the  legal  and  financial  sides,  said 
he  doubts  the  person  named  to  follow  him  will  come 
with  a  similar  background:  There's  nobody  in 
Gannett  management  that  looks  like  me,  thank  God... 
but  they  ail  bring  different  talents  to  the  table.” 

With  the  possible  sale  of  Hollinger  International 
Inc.,  Gannett  could  look  at  Hollinger’s  Chicago  clus¬ 
ter  or  London  Telegraph  Group  Limited  to  comple¬ 
ment  its  U.K.  properties.  While  McCorkindale  didn’t 
express  interest  in  specific  assets,  he  said,  “Gannett  is 
a  ready,  willing  acquirer  of  media  properties.” 

Gannett  was  widely  viewed  as  a  likely  buyer  for 
all  of  Freedom  Communications  Inc.,  but  that 
company’s  board  opted  this  fall  to  recapitalize  rather 
than  sell  to  an  industry  buyer.  McCorkindale  said  he 
wasn’t  surprised  by  that  outcome.  “I  think  it  was  a  lit¬ 
tle  bit  of  a  confused  process  from  day  one,”  he  said.  “Of 
course,  we  backed  out  of  bidding  for 
the  whole  thing  before  the  end. 

“I  don’t  know  how'  this  is 
going  to  work  out  for  the 
family,”  he  continued.  “1 
told  the  shareholders... 

I  thought  recapitalization 
would  result  in  a  sale  in 
three  to  five  years  from 
now,  or  major  restructuring, 
but  that  was  their  choice, 
and  we  understand 
that.”  11 


“It’s  a  very,  very  valuable  product...  we 
seem  to  be  afraid  to  tell  people  that.  ” 

—  DOUGLAS  H.  MCCORKINDALE 

chairman,  president  &  CEO/gANNETT  CO.  INC.,  ON  newspapers 


KNIGHT  BIDDER 
SPINS  THE  WEB 

After  18  months 
as  president 
and  CEO  of  Knight 
Bidder  Digital,  Hilary 
A.  Schneider  believes 
the  newspaper  giant 
is  on  the  right  Web 
path.  She  predicts 
2004  will  bring  more 
growth  to  America's 
third-largest  group  of 
online  newspapers. 
Third  quarter 
revenue  was  up 
51%  over  last  year, 
Schneider  boasted, 
with  unique  visitors 
up  23%  over  the 
same  period  in  2002, 
Before  Schneider 
arrived  in  San  Jose, 
Calif.,  a  number  of 
Knight  Ridder  news¬ 
papers  were  unhappy 
with  what  they 
viewed  as  centralized 
decision-making  for 
the  company's  far- 
flung  Web  sites. 

More  site  redesigns 
are  now  planned; 
registration  will  be 
expanded  beyond 
Charlotte,  N.C.,  and 
Kansas  City,  Mo.; 
and  boosting  classi¬ 
fieds  will  be  a  focus, 
including  person-to- 
person  ads  through 
an  investment  in 
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E  &  P  NEWS 


Tribe.net.  "We  think 
there's  a  tremendous 
opportunity  here  to 
build  a  business 
around  the  intersec¬ 
tion  of  communities 
of  interest,  self-pub¬ 
lishing,  and  person- 
to-person  listings,” 
Schneider  explained. 
—  CARL  SULLIVAN 

TRUEJUSTICE 

ATlONGim? 

The  U.S.  citizen 
who  financed 
the  legal  defense  that 
has  helped  keep  two 
Huichol  Indians  out 
of  jail  for  the  1998 
murder  of  Philip  True 
said  at  a  Guadalajara, 
Mexico,  news  confer¬ 
ence  Tuesday 
morning  that  he  has 
evidence  the  two  are 
guilty  of  killing  the 
San  Antonio  Express- 
News’  Mexico  City 
bureau  chief. 

In  a  joint  press  con¬ 
ference  with  Express- 
News  Editor  Robert 
Rivard  and  True’s 
widow  Martha  True, 
Miguel  Gatins,  a  U.S. 
citizen  who  lives  in 
Guadalajara,  said  he 
was  ending  “any  sup¬ 
port,  moral  or  other” 
for  the  two  accused 
Huichol  men,  and 
that  he  was  author¬ 
ized  to  reveal  that 
their  lawyer  is  quit¬ 
ting  their  case. 

The  development, 
nearly  five  years  after 
True,  50,  disap¬ 
peared,  represents 
the  first  clear  break¬ 
through  in  justice  in 
the  tangled  murder 
case  against  the  Indi¬ 
ans,  Juan  Chivarra 
and  his  brother-in-law 
Miguel  Hernandez. 
The  two  were  found 


Reporters  run  into  FOIA  roadblocks 


Freedom's  just  another  word? 


BY  SETH  FORGES 

WHEN  PrESI- 
dent  Lyndon 
Johnson 

signed  the  Freedom  of 
Information  Act  on  July 
4, 1966,  the  bill  was 
supposed  to  create  a 
new  level  of  openness 
in  government.  But  in 
2003,  many  journalists 
who  try  to  use  the  FOIA 
encounter  roadblocks 
and  bureaucratic  red 
tape  that  often  keeps 
their  requests  fi-om 
being  fulfilled  for 
years,  if  at  all. 

“I’m  dealing  with  what 
some  people  would 
say  are  extremely 
lengthy  delays,” 

United  Press  Inter¬ 
national  Investiga-  * 

tions  Editor  Mark 
Benjamin  said.  “It 
took  me  a  year  to  get 
one  sheet  of  paper  f 

on  one  soldier  I  was 
investigating.” 

Such  delays  are  not 
unusual.  According 
to  an  audit  released 
Nov.  17  by  the  National 
Security  Archive  at 
George  Washington 
University,  processing 
times  for  FOIA  requests 
are  as  high  as  905 
business  days  at  the 
Department  of  Agricul¬ 
ture  and  1,113  business 
days  (or  more  than 
four  years)  at  the  Envi¬ 
ronmental  Protection 
Agency.  Some  requests 
have  been  pending  for 
more  than  a  decade. 

The  FOIA  gives  agen¬ 
cies  20  working  days  to 
respond  to  requests, 
with  an  additional  10- 
day  extension  available 
for  “unusual  circum¬ 


stances,’”  the  audit  says. 
The  oldest  pending  FOI 
request  identified  by 
the  audit  dates  from 
Nov.  9, 1987. 

According  to  journal¬ 
ists  and  FOIA  experts, 
there  are  a  few  recurring 
problems  that  hinder 


Dealer  in  Cleveland  and 
Freedom  of  Information 
chairman  at  the  Ameri¬ 
can  Society  of  Newspa¬ 
per  Editors,  told  E&P 
in  April  that  editors 
who  are  not  aggressive 
in  fighting  for  openness 
in  government  “are 

not  doing 


FOI  Service 

Center 

Director 

Rebecca 

Daugherty 

checks  an 

annotation 

in  Arlington, 

Va. 


United  Press  International 
Investigations  Editor  Mark 
Benjamin  (I.)  At  right,  Plain 
Dealer  Editor  Doug  Clifton 


requests,  and  a  few 
measures  journalists 
can  take  to  make  quicker 
and  more  efficient  use 
of  the  act. 

“At  least  at  the  federal 
level,  journalists  are 
going  to  run  into  delays,” 
said  Rebecca  Daugherty, 
FOIA  service  center 
director  at  the  Reporters 
Committee  for  Freedom 
of  the  Press.  This  organi¬ 
zation  publishes  guides 
on  how  to  use  the  FOIA 
and  operates  a  24-hour 
hotline  for  journalists 
and  others  who  need 
assistance  with  requests. 

Douglas  C.  Clifton, 
editor  of  The  Plain 


your  job.” 

To  make  sure  requests 
are  filled  as  quickly  as 
possible,  journalists 
must  be  proactive  in 
their  pursuit  of  informa¬ 
tion,  experts  say.  One 
of  the  biggest  causes  of 
FOIA  delays  comes  from 
requesters  not  knowing 
which  particular  office  in 
the  federal  government 
to  approach  to  find  the 
information.  There  is  no 
centralized  FOIA  office 
in  the  federal  govern¬ 
ment:  Each  branch  is 
responsible  for  fulfilling 
requests  on  their  own.  If 
a  journalist  looks  in  the 
wrong  branch  or  office. 
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it  can  take  months  —  or 
years  —  for  their  request 
to  land  in  the  right  place 
among  the  bureaucratic 
musical  chairs. 

“You  should  get  on  the 
telephone,”  Benjamin 
said.  “You  should  find 
out  where  their  request 
is,  perhaps  before  you 
even  file  their  request. 
Anyone  who  tries  to  get 
any  information  from 
the  federal  government 
finds  out  it  takes  about 
14  telephone  calls  to 
get  to  the  right  person. 
This  is  time  well  spent.” 
Other  causes  of 
FOI  delays  that 
Benjamin  has 
encountered 
include  the 
Department  of 
Defense  “bifurcat¬ 
ing  and  re-bifur¬ 
cating  requests,” 
dealing  with  con¬ 
tinually  rotating 
case  officers,  and  having 
to  negotiate  after  the 
Pentagon  says  “they  are 
considering  saying  ‘no’  to 
a  request.”  Often,  the 
department  will  initially 
turn  down  a  request  it 
deems  too  time-consum¬ 
ing,  according  to  Ben¬ 
jamin.  For  one  request, 
he  has  been  negotiating 
with  the  department  for 
more  than  two  months 
“over  the  fact  they  think 
it  is  too  time-consuming. 
In  two  months  they 
could  have  just  fulfilled 
the  request.” 

Detroit  Free  Press  re¬ 
porter  Wendy  Wendland 
described  difficulties  she 
encountered  while  trying 
to  use  the  FOIA  on  a 
state  level  to  gather 
information  about  lead 
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We  couldn’t  have  said  it 
better  ourselves. 
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NATIONAL  ASSOCIATION 
OF  REALTORS® 


lawsuit.  We  received  the 
database  —  in  an  elec¬ 
tronic  form  —  and  were 
reimbursed  $10,000 
in  attorney  fees.” 

Although  there  is  little 
evidence  to  prove  the 
government  systemati¬ 
cally  suppresses  requests 
for  information  they  do 
not  want  made  public, 
some  delays  raise  suspi¬ 
cions.  Benjamin,  for 
example,  recalls  exces¬ 
sive  delays  he  encoun¬ 
tered  from  the  Pentagon 
while  investigating  arti¬ 
cles  about  war  casualties 
in  Iraq  and  similarly 


poisoning  in  Michigan. 

“First,  the  Michigan 
Department  of  Commu¬ 
nity  Health  told  us  the 
lead  database  we  sought 
did  not  exist,”  Wendland 
said.  “Then,  when  we 
presented  them  wath 
proof  it  did  exist,  they 
told  us  it  was  not  public 
information.  Then,  when 
they  realized  it  was  pub¬ 
lic,  they  said  we  could 
only  get  it  in  paper  form, 
for  a  charge  of  $2,445. 
We  sued  the  state,  and 
in  June  2003,  one  year 
after  our  original  FOIA 
was  filed,  we  won  the 


believe  that  delays  stem 
from  a  malicious  federal 
government,  but  from 
issues  within  particular 
branches  and  offices  of 
the  government. 

“I  think  the  FOIA 
officers  are  in  a  particu¬ 
larly  difficult  position,” 
Daugherty  said.  “People 
believe  their  duties  don’t 
involve  carrying  out  the 
FOIA.  If  you  are  a  forest 
service  official,  you  are 
there  to  protect  the  for¬ 
est,  and  it  doesn't  occur 
to  you  that  you  are  there 
to  provide  the  records 
the  FOI  offices  need.”  0 


with  True’s  backpack, 
camera  and  note¬ 
book.  They  twice  con¬ 
fessed  to  murdering 
True  and  then  retract¬ 
ed  their  accounts. 
They  were  convicted 
in  May  2002  by  a 
state  tribunal  that 
sentenced  each  to  13 
years  in  prison  — 
convictions  that  were 
then  overturned  by  a 
federal  court  in  a  de¬ 
cision  that  outraged 
international  press 
associations.  Chivarra 
and  Hernandez  have 
been  free  for  the  last 
two  years  while  that 
ruling  is  appealed  by 
prosecutors. 

At  Tuesday’s  press 
conference,  Gatins 
said  Patricia  Morales, 
the  defense  team’s 
lead  investigator,  had 
informed  him  that 
Chivarra  and  Hernan¬ 
dez  “had  finally 
voluntarily  offered  a 
detailed  account  of 
their  participation 
in  the  murder  of 
Philip  True.” 

—  MARK  FITZGERALD 


contentious  stories. 

“I  have  worked  with 
some  FOI  officers  who 
were  fiiendly,  helpful, 
and  prompt,”  Wendland 
said.  Others  “make  it 
difficult  because  they 
know  the  information 
requested  could  be  dam¬ 
aging.”  FOIA  requests 
can  be  turned  down 
on  grounds  that  they 
contain  serious  matters 
of  personal  privacy  or 
are  in  an  area  deemed 
sensitive  for  national 
security,  as  well  as  sever¬ 
al  other  “exemptions.” 

Daughertj'  does  not 


Newspapers  showing  blind  faith 


erated  voice  reads  it  to  them  over  the  phone.  There  are 
no  limits  on  the  amount  of  time  spent  on  the  service 
or  number  of  stories  that  can  be  accessed. 

“It  began  as  a  way  to  have  blind  people  be  able  to 
read  the  paper  and  not  have  it  be  outdated,”  said  Pat 
Maurer,  NFB  director  of  community  relations, 
explaining  the  service’s  benefits  over  older  Braille 
papers.  ‘The  synthesized  speech  was  available  and 
we  decided  to  do  it  through  the  telephone,  since 
not  everyone  has  a  computer.”  Newsline  receives 

a  each  newspaper’s  daily 
electronic  edition  every 
morning  through  a  special 
electronic  feed,  then 
transforms  it  into  a  com¬ 
puter-activated  voice.  The 
entire  edition  of  each 
paper,  excluding  display 
ads,  is  available. 

Tbe  act  of  “reading” 
newspapers  through 
Newsline  is  quite  different 
Top:  Steve  Auerweck,  The  than  picking  up  a  copy  or 
Sun’s  news  tech  director,  surfing  a  Web  edition. 
Left,  Newsline  Program  Hearing  that  electronic 

Manager  Maurice  Peret.  *  c  4^  t  u 

^  voice  repeat  Senator  John 

Kerry’s  vows  to  offer  middle  class  tax  cuts  makes  one 
think  of  the  HAL  9000  computer  from  2001:  A  Space 
Odyssey.  “We  did  it  as  just  a  good  thing  for  the 
community,  not  expecting  any  huge  return  on  it,”  said 
Steve  Auerweck,  news  technology  director  for  The 
Sun  in  Baltimore,  one  of  the  original  five  Newsline 
papers.  Auerweck  said  the  paper  receives  no  revenue 
or  circulation  advantage  from  the  service,  which  he 
said  costs  very  little  to  produce.  Knight  Bidder  boost¬ 
ed  Newsline’s  newspaper  numbers  significantly  when 
it  signed  on  all  of  its  32  daily  papers  last  December.  0 


Nearly  100  papers  utilize  growing 
service  for  the  visually  impaired 


BY  JOE  STRUPP 

As  NEWSPAPERS  LOOK  TO  EXPAND  AUDIENCES 
for  their  products,  they  may  be  missing  a 
growing  demographic:  the  blind.  Since  it 
started  its  Newsline  telephone  newspaper  service 

in  1996,  the  National  Federa-  -v -:.;y  4. . - 

tion  of  the  Blind  (NFB)  esti-  . , 

mates  that  some  40,000  blind 
or  visually  impaired  “readers”  1  1 

are  using  the  service  each  day.  1  1 

Newsline  has  grown  to  yTH  4^ 

97  papers  in  the  past  year,  E 

donations,  available  ^ 
to  anyone  with  a  touch-  * 

tone  phone.  Users  dial  1-888-882-1629,  punch  in  a 
security  code  issued  to  them  upon  registration,  and 
choose  from  among  any  of  the  newspapers,  which 
include  the  Los  Angeles  Times,  The  New  York  Times, 
USA  Today,  and  The  Wall  Street  Journal. 

Using  the  touch-tone  system,  callers  can  access  any 
article  from  the  current  issue,  the  previous  day’s  issue, 
and  the  most  recent  Sunday  paper.  A  computer-gen- 


Reno,  Nev. -based 
Swift  Newspa¬ 
pers  has  reached 
an  agreement  to  buy 
the  5,339-circulation 
daily  Lahontan  Valley 
News  &  Fallon  Eagle 
Standard  from  own¬ 
ers  David  and  Ludie 
Henley,  its  owners 
since  1977.  No  terms 
were  announced. 
Michael  D.  Lindsey 
of  Media  Consultants, 
Inc.  in  Cheyenne, 
Wyo.,  represented 
the  sellers  in  the 
transaction. 

—  MARK  FITZGERALD 
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DesignMail 

delivers. 


1 


IF  YOU’RE  LOOKING 
FOR  A  COMPLETE 
TMC  SOLUTION,  THINK 
INSIDE  THE  BOX 
WITH  DESIGN  MAIL 


Founded  in  1 985,  Design  Mail  specializes  in  preprint 
insertion  programs  and  offers  household-level 
selective  capabilities.  We  can  develop  a  TMC  program 
that  will  meet  your  needs  by  increasing  revenue  and 
lowering  production  costs.  Plus,  we’ll  provide  you 
with  consulting  services  to  determine  market  poten 
tial,  revenue  opportunities  and  sales  techniques. 

I 

Our  years  of  experience  in  production  and  sales 
can  help  you  grow  your  preprint  distribution  pro 
gram  from  the  ground  up,  whether  you  use  our 
equipment  and  facilities  or  your  own. 


Design  Mail’s  flexibility  enables  you  to  target' specific 
households  by;  • 

•  ZIP  codes,  split  ZIP  codes,  zones  or  carrier  routes 

•  School  districts 

•  Store  trade  areas 

•  Political  districts 

•  Any  demographic  or  data  list 

Let  Design  Mail  provide  your  newspaper  with  effi¬ 
cient,  effective  and  reliable  TMC  production  services. 


To  learn  more 
about 

Design  Mail’s 
capabilities 

visit  design-mail.com 
or  contact  Jim  Hart  at 
(214)  977-2384  or 
jhart@designmail.com 


Dirks,  \;\x  Essen  t;:  Mruiuv 


C  A  1. 1  F  O  R  N  I  A 
Ellen  Barry  will  join  the  national  staff  of 
the  Los  Angeles  Times  in  January  as  its 
bureau  chief  in  Atlanta.  She  has  been 
covering  mental  health  for  The  Boston 
Globe  for  the  past  two  years. 


Linda  Renn  has  been  named  editor  of 
The  Hanford  Sentinel.  Renn  previously 
served  as  editor  of  The  Selma  Enterprise 
and  The  Kingsburg  Recorder. 


BY  SHAWN  MOYNIHAN  newspeople@editorandpublisher.com 

Bi  Gteri  Ferrara  has  been  named  editor  of  The 
I  Dominion  Post  in  Morgantown.  Ferrara, 

I  49,  gained  20  years  of  experience  in  various 
I  capacities  at  The  (Vineland,  N.J.)  Daily 
I  Journal,  where  she  served  as  assistant  city 
/  editor,  city  editor,  editorial  page  editor  and 
fl  managing  editor  of  special  projects. 
In  2001,  Ferrara  moved  on  to  the  weekly  Island  Journal,  of 
Brigantine  Beach,  N.J.,  where  she  assumed  the  duties  of 
vice  president,  editor  arid  publisher.  She  replaces  Denny  Dible. 


F  LORI  I)  A 

Maria  Lettman  has  been  named  managing 
editor  of  the  Tallahas.see  Democrat. 
Previously,  she  had  been  the  metro- 
.section  editor  of  the  Star  Tribune  in 
Minneapolis,  Minn. 


I  1. 1. 1  N  O  I  S 

John  Birmingham  to  vice  president  of 
marketing  for  the  Chicago  Tribune. 
Birmingham  has  held  various  positions 
during  his  career  in  brand  management 
and  advertising.  Also,  the  Tribune  has 
named  Bob  Fleck  to  the  newly  created 
position  of  director  of  RedEt/e  advertising 
business  development.  Fleck  joined  the 
Tribune’s  advertising  department  in  1992. 


.M  A  S  S  A  C  H  I’  S  K  T  I  S 
David  Joyner  has  been  named  editor  of 
the  Gloucester  Daily  Times.  The  former 
reporter  replaces  Karl  Muench,  who  was 
appointed  a  senior  production  editor  for 
the  parent  Eagle-Tribune  Publishing  Co. 


We  specialize  in  assisting  owners 
in  exploring  and  negotiating  the  sale 
of  their  daily  newspapers  or 
non-daily  newspaper  groups. 


P  F  N  N  S  Y  L  \  A  N  1  A 
Ken  Knelly  has  been  named  business 
editor  of  The  Scranton  Times  and  The 
(Scranton)  Tribune.  Knelly,  39,  was  most 
recently  assistant  business  editor  for  The 
State  in  Columbia,  S.C. 


Michael  Burns  is  the  new  sports  editor  of 
The  Express  in  Lock  Haven.  Burns  joined 
the  paper  in  2001  as  a  sports  writer  and 
outdoors  editor.  He  previously  worked  for 
the  Bedford  Gazette. 


BNEW  YORK 

has  been  named 
vice  president  of 
advertising  for 
Newsday,  in  Melville.  Whitfield 
succeeds  Patricia  Burnagiel. 


leer.  Dirks  OwenVan  Essen  PhilipMurray  James  Oldershaw 

Dirks,  Van  Essen  &  Murray 

1 1 9  E.  Marcy  Street  •  Suite  1 00  •  Santa  Fe.  New  Mexico  87501 
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Here's  the  key  to  uncovering  new  opportunities 
in  your  industry:  Get  Editor  &  Publisher  in  print 
and  online.  It's  your  inside  source  for  everything 
that's  happening  from  an  editorial,  financial, 
legal,  marketing  and  technology  perspective. 
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EDITORIAL 


In  nine  months,  Unity  ’04  will  focus  the  glare  of  national 
attention  on  newsroom  diversity.  How  will  newspapers  look? 


WHEN  IT  COMES  TO  DIVER- 

sity,  the  newspaper 
industry  suffers  from  a 
strange  syndrome  that 
combines  attention  deficit  and  seasonal 
affective  disorders. 

To  newspapers,  diversity  is  like  baseball 
or  hay  fever:  Something  that  does  not  get 
going  until  spring,  and  fades  away  as  the 
evenings  grow  short  and  chilly.  Industry 
attention  to  diversity  follows  a  well-estab¬ 
lished  cycle.  In  April,  newspapers  cluck 
about  the  usually  dismal  results  from  the 
American  Society  of  News¬ 
paper  Editors  (ASNE) 
newsroom  census  of 
journalists  of  color.  They 
murmur  promises  to  do 
better,  then  bob  and  weave 
their  way  through  the  sum¬ 
mer  conventions  of  minoritj’ 
journalists,  hoping  to  buy 
good  will  by  sponsoring  re¬ 
ceptions  and  job  fair  booths. 

In  these  late  days  of  autumn,  newspapers 
fret  among  themselves  about  the  Christmas 
shopping  season  —  but  not  about  their 
widespread  failure  to  employ  newsrooms  as 
diverse  racially  and  ethnically  as  the  cities 
and  towns  they  serve. 

Newspapers  should  be  warned,  though: 
Procrastinating  on  diversity  this  winter 
could  prove  mighty  embarrassing  to  the 
industry  by  this  summer.  Because  just  nine 
months  from  now  in  Washington,  D.C., 
Unity  2004  will  convene  what  looks  to  be 
the  largest  ever  gathering  of  journalists  of 
color.  This  Aug.  4-8  joint  convention  of  the 
associations  of  black,  Hispanic,  Asian 
American  and  Native  American  journalists 
amounts  to  four  days  of  reckoning  —  under 


a  glare  of  national  media  attention  —  for 
the  newspaperindustiy’s  diversity  efforts. 

Unity  may  well  be  the  catalyst  for  a 
national  discussion  on  the  diversity  of 
journalists  that  the  Jayson  Blair  scandal 
was  for  reporter  ethics,  and  the  Federal 
Communications  Commission  decision 
was  for  media  concentration.  With  the 
presidential  campaign  in  high  gear,  pack 
journalists  will  descend  on  Unity,  attracted 
by  the  Democratic  nominee,  who  will 
speak,  and  by  President  Bush,  who  might. 
The  “b-roir  for  these  appearances  will 
be  the  newspaper  indus¬ 
try’s  lack  of  progress  on 
diversity.  By  summer, 
the  economy  is  likely  to 
be  in  recovery,  with  papers 
at  last  hanging  out  help- 
wanted  signs.  The  excuses 
about  diversity  employ¬ 
ment  that  were  barely 
change  attitudes.  plausible  during  the  reces¬ 
sion  will  be  untenable. 

It’s  surely  too  late  in  the  calendar  and  too 
early  in  the  recovery  to  push  up  significant¬ 
ly  the  numbers  of  the  ASNE  newsroom 
census,  which  last  year  found  that  journal¬ 
ists  of  color  comprised  just  12.5%  of  daily 
newsrooms  in  an  America  where  31%  of  the 
population  are  racial  or  ethnic  minorities. 

What  can  change  is  attitude  and  effort  — 
especially  among  the  most  laggard  newspa¬ 
pers.  The  377  daily  newspapers  who  told 
ASNE  last  year  that  they  employed  not  a 
single  minority  journalist  should  vow  to  put 
a  person  of  color  on  the  short  list  for  their 
next  hire  —  and  the  488  dailies  that  didn’t 
even  bother  to  respond  to  that  census 
should  this  year  give  an  honest  account 
of  their  newsroom  diversity. 


It’s  too  late  in 
the  calendar 
to  change  the 
numbers,  hut 
not  too  late  to 
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MAN  IN  THE  MIDDLE  David  Shribman  in  the  Pittsburgh  Post-Gazette  newsroom  with  News  Editor  Tim  Martin  and  Assistant 
Managing  Editor/News  Susan  Mannella.  Shribman  wanted  to  come  to  a  city  with  a  big-league  baseball  team  and  no  fear  of  snow. 


BY  JOE  STRUPP 


ASTATEo 

I  ! 


They’re  both  new  editors,  but 
David  Shribman  and 
Amanda  Bennett  faee  very 
different  challenges 


•'Pittsburgh 


Phii^delpm^^ 


10  EDITOR& PUBLISHER  DECEMBER  1,  2003 


www.edltorandpubllsher.com 


)pn 


'  *  ■ '-vA-Vr 


l^vv\ 


TALKING  SHOP  Philadelphia  Inquirer  Editor  Amanda  Bennett  (second  from  right)  meets  in  her  office  with  (clockwise  from 
lower  left)  Ned  Warwick,  David  O’Reilly,  Anne  Gordon,  and  Jim  Remsen.  “We  set  out  to  do  good  work,”  Bennett  says. 


CHANGE 


They’ve  both  won  Pulitzer  Prizes,  worked  lengthy  stints  at  The 
Wall  Street  Journal,  and  are  Ivy  League  alumni.  But  as  David  Shribman 
of  the  Pittsburgh  Post-Gazette  and  Amanda  Bennett  of  The  Philadelphia 
Inquirer  each  navigate  their  first  year  as  top  editors  at  Pennsylvania’s 
two  biggest  newspapers,  the  only  thing  they  seem  to  have  in  common 
are  “Keystone  State”  license  plates  on  their  cars. 

While  Shribman,  who  took  the  editor  position  in  January,  immediately  implement¬ 
ed  major  changes  ranging  from  more  stories  on  Page  One  to  revamped  features  and 
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sports  sections,  Bennett,  on  the  job  since 
June,  has  taken  a  slower  approach  with  just 
a  few  alterations,  providing  staffers  a  careful, 
measured  management  switch. 

The  different  styles  chosen  by  Shribman, 
49,  and  Bennett,  51,  are  understandable 
given  the  two  papers.  The  first  new  Post- 
Gazette  editor  in  more  than  a  quarter- 
century,  Shribman  needed  to  make  his  mark 
quickly.  When  Post-Gazette  editor  John  C. 
Craig  retired  after  26  years  at  the  pap)er, 
several  veteran  staffers  said  the  newsroom 
hungered  for  a  new  leader  and  change. 

For  Bennett,  however,  recent  turmoil 
in  the  editor’s  job  had  left  many  Inquirer 
staffers  shaken  and  wondering  when 
stability  would  arrive.  As  the  fourth  editor 
in  six  years,  who  also  inherits  a  smaller  staff 
than  her  predecessors,  Bennett  has  had  to 
assure  reporters  and  editors  that  the  paper 
can  return  to  its  glory  days  of  the  1970s 
and  1980s,  but  also  work  within  a  budget 
that  sees  little  chance  of  growing. 

Both  new  editors  also  share  the  distinction 
—  good  or  bad  —  of  joining  their  newsrooms 
as  outsiders,  neither  having  worked  at  their 
current  shops  in  the  past.  Shribman  also 
came  in  as  a  rookie  editor  who  had  never 
before  run  a  newsroom.  Bennett  broke  new 


Shribman  grins 
during  a  morning 
news  meeting. 
"He’s  not  just 
a  news  guy,”  says 
one  veteran  editor. 


ground  at  the 
Inquirer  as  that 
paper’s  first-ever 
female  editor, 
although  she’d  been 
editor  for  18  months 
at  Knight  Bidder’s 
Lexington  (Ky.) 

Herald-Leader. 

So  how  are  these 
new  editors  —  who  started  their  latest 
challenges  during  the  same  year  in  the 
same  state  —  handling  the  ups,  downs,  and 
unknowns  of  their  new  gigs? 

Appetite  for  reconstruction 

Post-Gazette  columnist  Tony  Norman  had 
a  feeling  that  David  Shribman  would  make 
fast,  decisive  moves  when  the  two  first 
lunched  together  at  a  local  salad  bar  shortly 
after  Shribman  took  over  the  newsroom  in 
early  2003.  “He  grabbed  two  plates  of  food. 


sat  down  and  just  inhaled  one  of  the  plates,” 
Norman  recalls.  “I  was  surprised  how  he  ate 
so  quickly.”  Then,  while  still  eating,  Shrib¬ 
man  proceeded  to  “cross-examine  me  about 
the  paper. ...  He  wanted  to  make  changes 
in  a  hurry  and  get  the  job  done,”  Norman 
explains.  “He  was  already  talking  about  what 
would  happen  two  or  three  years  dowm  the 
road.” 

During  the  next  nine  months,  Shribman 
engineered  an  overhaul  of  the  paper  that 
ranks  as  one  of  the  biggest  shake-ups  it 


Banner  ads.  Pop-ups.  Pop-unders.  You  may  have  tried 
all  of  these  to  get  ad  revenue  for  your  website.  But  savvy 
publishers  have  found  that  users  aren’t  happy  about 
annoying  and  irrelevant  advertising. 

“Our  users  told  us  that  With  Google  AdSense,™  you  serve  ads  that  are  directly  related 

the  number  of  pop-ups  was  ^  your  site’s  content  -  giving  you  more  satisfied  readers  and 

becoming  distracting.”  making  you  more  money. 

Only  AdSense  can  do  this  by  combining  Google  search 
technology  with  ads  from  more  than  150,000  businesses. 

You  deserve  more.  Learn  all  about  AdSense  at 
www.google.com/getadsense  and  apply  today. 
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has  ever  seen,  according  to  veterans.  “He  tells 
people  no  move  is  a  tragedy,  it  is  an  incon¬ 
venience,”  Allan  Walton,  an  11-year  Post- 
Gazette  employee  who  became  the 
paper’s  new  features  editor,  says  about 
Shribman’s  numerous  reassignments. 

5  After  more  than  25  years  of  reporting, 
i  which  took  him  to  The  Buffalo  News,  The 
o  Wall  Street  Journal,  The  New  York  Times, 

I  and  his  last  gig  as  Washington  bureau  chief 
a  for  The  Baston  Globe  —  and  included  the 


Bennett  (second 
from  right)  in  the 
newsroom  with 
(left  to  right) 
deputy  editors 
Anne  Gordon, 
Sandra  Long, 
and  Rob  King. 

1.995  Pulitzer 
Prize  for 
specialized 
reporting  — 
Shribman  says 
he  wanted  to 
take  on  a  new 
challenge  as  a 
newspaper 
editor,  but 
would  only  do  so  in  the  right  place. 

“I  was  drawn  to  two  things:  running  a 
big  newspaper,  and  living  in  a  place  like 
Pittsburgh,”  Shribman  tells  E^P.  “A  place 
where  there  was  a  major  league  baseball 
team  and  where,  if  it  snowed  a  quarter  of 
an  inch,  school  wouldn’t  be  closed  for  a  week 
and  a  half,  like  in  Washington.” 

Since  his  arrival,  Shribman  has  moved 
quickly.  For  veterans  used  to  a  softer 
approach,  some  of  his  realignments  have  hit 


like  a  blindside  tackle  from  Steelers  great 
“Mean”  Joe  Greene. 

One  of  the  key  changes  involved  new 
approaches  to  the  popular  sports  section, 
in  which  he  created  a  new  sports  Op-Ed 
page  complete  with  three  daily  sports 
columns  and  a  cartoon.  He  also  unceremoni¬ 
ously  dumped  sports  editor  Fritz  Huysman 
and  has  yet  to  name  a  replacement.  “We 
want  to  re-think  (sports)  to  be  smarter, 
faster,  sharper,  better,”  Shribman  declares. 

In  a  town  where  readers  live  and  die 
with  the  Steelers,  Penguins  and  Pirates, 
tampering  with  those  pages  can  be  tanta¬ 
mount  to  repackaging  the  Bible.  “This  is 
a  beer-and-shot  sports  town,”  Norman 
observes.  Shribman’s  administration,  he 
says,  may  be  reduced  in  some  minds  to  “his 
transfer  of  the  sports  editor.”  Huysman,  who 
will  remain  with  the  paper  in  another  editing 
position,  declined  to  comment  on  his  pend¬ 
ing  move,  saying  only,  “I  can’t  gain  by  saying 
anything.” 

Other  major  changes  include  creating  a 
business  section  Op-Ed  page  for  Sundays, 
combining  the  local  features  and  arts  and 
entertainment  pages  into  one  section  under 
a  single  editor,  and  naming  a  new  enterprise 
editor  who  is  {continued  on  page  29} 
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NDANGERED 

TrademarKs 


The  trademark  graveyard  is  packed  with  rows  of 
unmarked  tombstones.  Aspirin,  brassiere,  corn 
flakes,  dry  ice,  escalator — they  were  all 
trailblazers  once,  the  first  to  define  their  type 
of  product.  Now,  after  years  of  misuse,  their  brand 
name  status  has  been  reduced  to  generic  ash. 


The  corporations  that  invented  those  products  spent 
millions  of  dollars  filing  trademarks  and  patents  to 
protect  their  precious  brand  names.  But  little  by  little 
over  the  years,  their  exclusivity  faded.  Editors  and 
publishers  used  the  brands  in  clever,  soon-to-be 
common  turns-of-phrase.  Their  brands  became 
common  parlance  and  were  reduced  to  verbs  or 
improper  nouns.  Me-too  brands  popped  up,  misusing 
the  name  of  the  original  in  their  ads  in  an  effort  to 
commercialize  on  the  success  someone  else  worked 
hard  to  achieve.  Soon,  the  brand  became  synonymous 
with  the  object,  itself,  just  another  generic  commodity. 
Yo-yo,  tabloid,  trampoline,  jungle  gym,  nylon, 
linoleum,  kerosene.  All  of  them,  gone. 

Why  should  you  care  what  happens  to  some  billion- 
dollar  company's  label?  It's  not  you're  your  problem, 
right?  Not  so.  You  have  a  legal  responsibility  to  honor 
the  thousands  of  trademarks  that  are  currently  "live." 
Every  time  you  let  it  slip  in  print  that  someone 
"xeroxed"  a  document,  sneezed  into  a  "kleenex," 
wrapped  up  leftovers  in  "saran  wrap"  or  hopped  into  a 
"jeep,"  you  are  violating  trademark  laws.  If  your 
publication  has  a  habit  of  abusing  a  particular  brand, 
you  should  expect  to  hear  from  a  lawyer. 

Sure,  the  threat  of  a  lawsuit  is  distant.  But  even  one¬ 
time  slips  command  letters  to  the  editor.  And  who 
wants  to  run  a  correction?  It's  expensive,  embarrassing, 
and  it  adds  up  to  carelessness,  which  could  become  a 
pock  on  your  very  own  brand.  Better  to  train  your  copy 
editors  on  proper  usage  principles. 

So  what  are  the  guidelines  for  usage?  It  differs  for  every 
brand  in  terms  of  spelling,  capitalization  and 
punctuation.  But  one  rule  is  always  the  same: 
"Trademarks  are  adjectives  that  are  designed  to 
indicate  to  the  customer  the  source  of  the  product  that 
is  about  to  be  mentioned,"  says  Christopher  AuClair, 
manager  of  corporate  identity  at  Xerox  Corp. 


Thomas  Albright,  senior  director  of  BOTOX  Cosmetic 
marketing  at  Allergan,  tracks  thousands  of  media 
outlets  to  determine  whether  editors  are  being 
responsible  about  the  way  they  refer  to  BOTOX 
Cosmetic.  "We  hope  they  use  BOTOX  as  an  adjective, 
not  as  a  noun,  and  certainly  not  a  verb,"  says  Albright. 
"When  we  see  it  used  as  an  improper  noun,  the  caution 
light  goes  off.  Once  you  start  becoming  a  verb,  you 
know  it's  too  late.  Downstream,  it  could  cause  you  to 
lose  your  trademark.  We  don't  want  it  to  get  to  the 
point  where  new  competitors  come  out  and  they  can 
just  call  themselves  Botox  #2  or  Botox  #3." 

The  Food  and  Drug  Administration  gave  Allergan 
permission  to  market  BOTOX  as  a  cosmetic  in  2002  for 
use  in  the  temporary  improvement  of  frown  lines  in  men 
and  women  aged  18  to  65.  Immediately,  Allergan  took 
an  aggressive  approach  to  educating  the  media, 
physicians  and  the  public  about  the  proper  ways  to 
mention  the  product.  "Before  BOTOX  Cosmetic  came 
along,"  says  Albright,  "BOTOX  [which  was  first  approved 
by  the  FDA  in  1989]  was  hardly  ever  used  correctly. 
Rather  than  being  a  trademark  for  a  particular  product, 
people  thought  it  was  some  kind  of  substance." 

Albright  says  around  the  time  of  the  BOTOX  cosmetic 
launch,  Allergan  placed  numerous  advertisements  in 
different  media  outlets  describing  the  product  as 
BOTOX  Cosmetic.  His  department  diligently  monitors 
the  usage  of  the  brand  in  the  media  and  keeps  track  of 


EXTINCT  TRADEMARKS 


Aspirin 
Cellophane 
Baby  oil 
Matchbox 
Monopoly 
Trampoline 
Yellow  Pages 
Escalator 
Call  Forwarding 
Dry  Ice 


Raisin  Bran 
Corn  Flakes 
Lanolin 
Linoleum 
Shredded  Wheat 
Mimeograph 
Kerosene 
High  Octane 
Nylon 
Yo-yo 


Source:  McCarthy  on  Trademarks  and  Unfair  Competition,  J. 
Thomas  McCarthy 
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errors,  sending  countless  cease-and-desist  or  correction 
letters  to  media  outlets  and  doctors'  offices  who 
promote  their  use  of  BOTOX.  Since  then  he's  seen  an 
improvement  of  the  treatment  of  his  brand.  Two  years 
ago,  40%  of  the  brand's  mentions  in  print  used  BOTOX 
in  all  lower  case  letters  as  a  verb.  That  has  been  cut  back 
to  no  more  than  10%.  However,  Albright  still  struggles 
with  the  brand  being  used  as  an  improper  noun,  in  all 
lovyer-case  letters.  Those  incidents  comprise  15%  of 
BOTOX  mentions  in  the  print  media. 

"It's  more  important  than  you  might  think,"  says  Gayle 
Christensen,  director  of  global  brand  management  at 
Federal  Express,  "especially  for  a  company  like  Fed  Ex 
where  our  brand  is  our  greatest  asset.  It's  a  double- 
edged  sword.  You  love  the  exposure  and  the  fact  that 
your  brand  is  top-of-mind  but  if  people  use  'fed  ex'  as 
a  verb  and  it  becomes  part  of  the  vernacular,  it  becomes 
harder  and  harder  to  protect  it.  You  then  lose  the 
exclusivity  so  that  when  you  go  to  court  to  defend  your 
brand  name,  the  other  party  could  argue  that  you 
didn't  make  enough  of  an  effort  to  protect  it." 

Fed  Ex  is  another  one  of  those  cases  where  the 
company  was  the  first  to  define  a  new  service:  reliable 


overnight  shipping.  Many  other  organizations, 
including  the  U.S.  Postal  Service,  now  offer  similar 
services.  If  "fedexing"  something  becomes  too 
commonplace,  those  competitive  organizations  could 
possibly  win  the  right  in  court  to  use  the  term  "fedex" 
to  describe  their  products  and  services,  as  well. 

Federal  Express  spends  many  hours  in  courts  around  the 
world  in  an  attempt  to  control  what  is  seemingly 
uncontrollable:  the  popularity  of  the  brand  Fed  Ex.  In 
one  case,  a  coffee  shop  in  Pittsburgh,  Penn.  Named 
itself  "Federal  Expresso."  Christensen  had  to  testify 
about  the  importance  of  the  brand  name  to  Federal 
Express.  The  corporation  won  the  case,  and  the  judge 
ordered  the  cafe  to  change  its  name  immediately. 
"Some  may  think  that  is  heavy-handed  but  I  don't  think 
so,"  says  Christensen.  "Federal  Express  is  still  our  name 
and  we've  worked  really  hard  for  it.  The  bottom  line  is, 
you  want  to  make  sure  that  when  someone  says  Fed  Ex, 
they're  thinking  of  you  and  not  someone  else." 

Like  other  concerned  companies  with  valuable 
trademarks.  Federal  Express'  legal  team  sends  out 
letters  of  correction  or  cease-and-desist.  The  company 
has  taken  its  attempts  one  step  further  by  creating  a 
public  Web  site 

(www.fedexidentity.com)  where 
people  can  go  if  they  have 
questions  about  the  proper  usage 
of  the  brand.  But  with  a  name  as 
pervasive  as  Fed  Ex,  it's  nearly 
impossible  to  be  everywhere  at  all 
times  to  identify  and  correct 
problems.  "There's  no  way  we  can 
control  it  all,"  concedes 
Christensen,  "but  we  have  to  be 
diligent  in  making  sure  we're 
doing  all  we  can  so  that  the  worst 
doesn't  happen  to  us." 

It  seems  almost  bizarre  that  a 
company  as  well  established  as 
Xerox  Corp.,  which  began 
operating  as  Xerox  in  1961  and 
brings  in  some  $16  billion  in 
revenue  each  year,  would  have  any 
problems  with  name  recognition. 
But  like  many  uber-successful 
brands,  its  biggest  problem  is  that 
it  has  become  too  popular.  The 
particular  danger  here,  of  course,  is 
that  if  "xeroxing"  something  or 
sending  something  to  the  "xerox" 
becomes  too  commonplace,  not 


Whether  you’re  running, 
skiing,  hiking  or  writing, 
if  you  use  GORE-TEX*  fabric 
correctly,  we’ll  all  feel 
comfortable. 

GORE-TEX*  fabric  is  the  original  waterproof/breathable 
fabric  that  revolutionized  the  outdoor  sportswear  mar¬ 
ket,  and  it’s  now  used  in  many  industrial  and  medical 
applications,  too. 

GORE-TEX  should  never  stand  alone.  Always  use  it 
to  modify  a  noun,  such  as  GORE-TEX*  fabric,  GOfe-TEX* 
gloves,  GORE-TEX*  outerwear. 

Your  comfort  is  what  our  remarkable  fabric  is  all 
about.  So  please  keep  us  comfortable  by  using  our 
trademark  correctly. 

GORE-TEX*  is  a 

registered  trademark  of 
W.  L.  Gore  &  Associates,  Inc. 
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THE  JEEP  TRAIL  RATED"'  SYSTEM.  Nothing  measures  up  to  our  TRAIL  RATED  Jeep  4x4s. 
All  have  passed  a  series  of  grueling  off-road  tests  to  provide  true  go-anywhere,  do-anything 
capability.  Which  also  provides  you  with  a  remarkable  feeling  of  safety  and  ONLY  IN  A 
control  on  the  most  treacherous  trails  of  all:  paved  ones.  To  find  out  more 
information  on  the  incredibly  capable  TRAIL  RATED  Jeep  4x4s  and  their 
impressive  7-year/70, 000-mile  Powertrain  Limited  Warranty,*  please  visit  us  lllllll 
at  jeep.com/trailrated  IF  IT’S  NOT  TRAIL  RATED,  IT’S  NOT  A  JEEP  4x4.  JEEP.COM 


Jeep  and  Trail  Rated  are  trademarks  of  DaimlerChrysler  Corporation. 

-See  dealer  for  a  copy  of  this  limited  warranty.  Transferable  to  second  owner  with  fee.  A  deductible  applies. 
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only  are  Xerox  printers  and  production  presses  in  danger, 
but  the  entire  company.  "If  you  have  a  trademark  that  is 
a  product,  that's  one  thing,"  says  Christopher  AuClair, 
manager  of  corporate  identity  at  Xerox  Corp.,  "but  if  you 
have  a  large  array  of  products  that  share  the  same 
trademark,  then  the  trademark  is  essentially  your 
company.  And  if  you  lose  that,  what  are  you?" 

AuClair's  main  responsibility  at  Xerox  is  to  keep  that 
from  happening.  It's  a  huge  responsibility,  and  one  he 
does  not  take  lightly.  "Trademarks  are  never  fully 
protected  in  preflight.  You  always  have  to  defend 
them,"  says  AuClair.  He  has  hired  an  agency  called 
GenuOne  to  pore  through  every  media  mention  of 
Xerox  every  day  to  ensure  the  name  is  being  used 
properly.  "You  have  to  constantly  be  on  watch,"  he 
says.  "We  never  pass  up  an  opportunity  to  send  a  cease- 
and-desist  letter.  It's  important  to  show  the  government 
that  we  are  protecting  our  trademark." 

His  biggest  fear  is  that  consumers  trust  the  news  to  be 
factual  and  cautious  when  it  comes  to  such  matters.  A 
few  mistakes  in  a  publications  or  news  programs  can  be 
perceived  by  the  public  as  proper  usage.  "It  sets  an 
example  of  permission  and  then  that  bad  example  can 
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THE  ENDANGERED 

Advil  analgesic 
All-Bran  cereal 
Allen  wrenches 

Amtrak  rail  transportation  services 
A&P  supermarkets 
AstroTurf  synthetic  turf 
Bake-Off  cooking  and  baking  contests 
Band-Aid  adhesive  bandages 
Barcalounger  recliners 
Ben-Gay  analgesic  ointment 
Big  Gulp  soft  drinks 
Boogie  surf  boards 

Books  on  Tape  pre-recorded  audio  cassette  tapes 
Breakfast  of  Champions  cereal 
Chap  Stick  lipbalm 
Chiclets  chewing  gum 
Cliff’s  Notes  study  guides 
Clorox  bleach,  cleansers 
Coke  soft  drinks,  syrups 
Crayola  crayons 
Crisco  shortening 
Cuisinart  food  processors 
Cup-a-Soup  instant  soup  mixes 
Depend  incontinence  garments 
Disposall  food  waste  disposer 
Dopp  Kit  travel  kits 
Dumpster  trash  containers 


propagate,"  says  AuClair.  "There  is  no  such  thing  as  one 
mistake.  Everyone  who  sees  that  in  print  thinks  that  it's 
right  and  pretty  soon  it  becomes  acceptable." 

AuClair  doesn't  have  much  patience  for  people  who 
misuse  his  corporate  brands.  "When  reporters  use 
registered  trademarks  incorrectly,  they  not  only  harm 
the  trademark  owner  but  they  also  embarrass 
themselves  by  showing  their  unfamiliarity  with  the 
importance  of  proper  trademark  usage,"  he  says. 

Steven  R.  Gursky,  founding  partner  of  Gursky  & 
Partners,  an  intellectual  property  lawfirm  in  New  York 
City,  offers  the  following  thoughts:  "Most  people  today 
wouldn't  know  that  'escalator'  was  once  a  product 
name,  as  opposed  to  it  being  a  brand  that  modified  the 
term  'moving  staircase,"'  he  says.  "It's  hard  to  be  aware 
of  those  things  but  one  way  of  thinking  of  it  is  that 
editors  should  try  to  respect  the  names  of  the 
trademark  holders  in  the  way  that  they  give  proper 
attribution  to  the  people  they  quote  in  articles." 

Bookmark  these  sites: 

www.u5pt0.gov 

http://inta.org 

TRADEMARKS  LIST 

Elevators  men’s  shoes 
Eveready  batteries 
Ex-Lax  laxative 
Filofax  planners 
Frigidaire  appliances 
Frisbee  flying  disks 
Game  Boy  computer  video  game 
Gatorade  thirst  quencher 
Geritol  vitamin  supplement 
Ginsu  knives 

Gore-Tex  water  repellent  fabric 
Got  Milk?  Milk  Association  slogan 
Greyhound  bus  services 
Handi  Wipes  towelettes 
Handi-Wrap  plastic  film 
Happy  Meal  dinners 
Hefty  plastic  bags 
Honey  Baked  Ham  gourmet  ham 
Hula-Hoop  plastic  hoops 
Instamatic  cameras 

Ivory  soap,  shampoo,  dishwashing  liquid 
Jarslsberg  cheese 
Jell-O  brand  gelatin 
Jet  Ski  personal  watercraft 
Jogbra  brassieres 
Kleenex  tissues,  napkins 
LaserJet  printers 


A  NOTE  OF  INFORMATION  AND  ENTREATY 
TO  FASHION  EDITORS,  ADVERTISERS, 
COPYWRITERS  AND  OTHER 
WELL-INTENTIONED  MIS-USERS  OF 
OUR  CHANEL  NAME. 


CHANEL  was  a  designer,  an  extraordinary  woman  who  made 
a  timeless  contribution  to  fashion. 

CHANEL  is  a  perfume. 

CHANEL  is  modern  elegance  in  couture,  ready-to-wear, 
accessories,  watches  and  fine  jewelry. 

CHANEL  is  our  registered  trademark  for  fragrance,  cosmetics, 
clothing,  accessories  and  other  lovely  things. 

Although  our  style  is  justly  famous,  a  jacket  is  not  ‘a  CHANEL  jacket’ 
unless  it  is  ours,  and  somebody  else’s  cardigans  are  not  ‘CHANEL  for 
now.’ 

And  even  if  we  are  flattered  by  such  tributes  to  our  fame  as  ‘Chanel-issime, 
Chanel-ed,  Chanels  and  Chanel-ized’,  PLEASE  DON’T.  Our  lawyers 
positively  detest  them. 

We  take  our  trademark  seriously. 

Merci, 


CHANEL  Inc 


Special  Advertising  Section 


The  Endangered  Trademarks  List  (continued) 


Levi’s  jeans 
Loafer  shoes 

Lucite  synthetic  resin,  paints 
Lycra  spandex  fibers 

Matchbox  miniature  die-cast  toy  vehicles 
Monopoly  real  estate  trading  board  game 
Mr.  Bubble  bubble  bath 
Mueslix  cereal 
Niblets  canned  corn 
NoDoz  drowsiness  relief  tablets 
Oreo  cookies 

Pampers  disposable  diapers 
Party  Ball  beer 
Peds  panthyhose 
Percodan  analgesic  preparation 
Polarfleece  textile  fabrics 
Popsicle  flavored  ices 
Porta  Potti  portable  toilets 
Post-it  note  pads,  self  stick  notes 
Q-tips 

Rollerblade  in-line  skates 
Scotch  adhesive  tape 
Silly  Putty  modeling  clay 


Slinky  spring  toys 
Sno-Kone  flavored  ices 
Softsoap  liquid  soap 
Super  Bali  toy  balls 
Tampax  tampons 

Thermos  temperature-retaining  vessels 
Top-Sider  shoes  and  boots 
Trojan  prophylactic 
Tupperware  food  storage  containers 
U-Haul  truck  rental  services 
Uzi  machine  guns 
Vaseline  petroleum  jelly 
Velcro  hook  and  loop  fasteners 
Walkman  portable  tape  players 
Weedwacker  weed  and  grass  trimmers 
Wiffle  plastic  balls  and  bats 
Windbreaker  clothing 
Wite-Out  correction  fluid 
X-Acto  knives 

Xerox  photocopiers,  copies,  computer  systems 
Zamboni  ice  resurfacing  machines 
Ziploc  resealable  plastic  bags 
Zippo  cigarette  lighters 


Source;  International  Trademark  Association 
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FedEx"  Is  Not  Synonymous 
With  Overnight  or  Express  Shipping. 

'  ;  I 


That's  why  you  can't  FedEx  your 
package.  FedEx®  is  not  a  noun, 
verb,  adverb  or  even  a  participle. 

It  is  an  adjective  and  identifies  our 
unique  brand  of  shipping  services. 
So  if  you  want  to  send  a  package 


overnight,  ask  for  FedEx®  delivery 
services.  Flelp  us  protect  our  marks. 
Ask  us  before  you  use  them,  use 
them  correctly,  and,  most  of  all,  only 
ask  for  FedEx®  delivery  services. 

fedex.com 


©  2003  FedEx. 
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EDITORCf  PUBLISHER 

Phone:  1-888-825-9149-  tUSSIFIED  HDHERTISINB  '  ^  (6^6)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-FEATURES  AVAILABLE-  ■  -ANNOUNCEMENTS-  ■  -EQUIPMENT  &  SUPPLIES- 


MOVIE  REVIEWS 


MOVIE  REVIEWS  with  photos.  Video  Guide, 
Star  Interviews,  Book  &  Music  Reviews. 
Low  weekly  rates.  Cineman  Syndicate; 
(914)  967-5353  cineman@frontiernet.net 


PUZZLES 


PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and  Sunday  Crosswords 
Call  (800)  29243087(909)  929-1169 


WIRE  SERVICES 


YOUNG  PEOPLE’S  PRESS 
OFFERS  YOUTH-WRITTEN  FEATURES 

We  can  help  attract  that  elusive  youth  audi¬ 
ence.  Professionally  edited  features  with 
art;  advice,  what's  new  and  opinion  columns 
available  weekly  for  $5  per  feature  with 
three  or  more  or  $10  each,  YPP  content 
has  been  published  in  several  hundred  U.S. 
and  Canadian  newspapers  over  the  past 
five  years  and  many  publish  it  on  a  weekly 
basis.  Our  writers  are  14-24.  See  sample 
content  at  www.ypp.net  To  sign  up  or  for 
further  information  contact: 

Don  Curry,  Senior  Editor 
doncurry@onlink.net  (705)  495-8887 


-ANNOUNCEMENTS- 


BUSINESS  OPPORTUNITIES 

PUBLISHING  OPPORTUNITY 

Great  for  current  publishers  to  add-on  or  tor 
ad  sales  reps  who  want  to  move  up.  Visit: 

www.PublishingOpportunity.com 

for  more  information  or  call  Allen  at: 

(800)941-9907.  ext.  11 


NEWSPAPER  APPRAISERS 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 

FREE  CONFIDENTIAL  APPRAISAL 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co.,  (301)  253-5016 
Est.  1959- thousands  sold  and  appraised 

KAMEN  &  CO  GROUP  SERVICES 

Appraisals,  Business  Plans  &  Brokering 
(516)  379-2797/ www.kamengroup.com 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
New.spapers 

Check  our  references 
(214)  265-93<m 
Rickcnbacher  IVledia 

6731  Dcsco  [>r..  DalUis.  I  X  75225 
wwNv.rickenbachcrniodia.ctim 


C.  BERKY&  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)3684352 
123  NW  13th  St.,  Suite  214-7 
Boca  Raton,  FL  33432 


NEWSPAPER  BROKERS 


America's  Leading  Brokers  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes  -  Pres  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
John  Szefc,  Northeast/IVlidwest 
(845)  291-7367 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 
Mike  Krerter,  Rains/Central 
(913)  897-4790 

Steve  Heide  West/Mountain  States 
(435)  260-8888 
Bob  Mahiman,  Radio/TV/Cable 
(924)  793-1577 
www.mediamergers.com 

BOLITHO  MEDIA  SERVICE 
THOMAS  C.  BOLITHO 
“A  tradition  of  service  to 
community  newspapers” 

(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 

GAUGER  MEDIA  SERVICE.  INC. 

Dave  Gauger-Valuations,  Sales,  Mergers 
P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560 

www.gaugermedia.com 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 

MICHAEL  D.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 


NEWSPAPERS  FOR  SALE 


FAST  GROWING  AREA,  small  paper,  bargain 
price.  Near  metro  area.  Others,  too. 
Bill  Berger,  ATN,  1801  Exposition,  Austin, 
TX  78703.  (512)476-3950. 

LISTINGS  OF  THE  WEEK: 

Upper  Midwest  specialty  publishers  of  real 
estate  and  vacation  monthlies,  with  large 
distribution  company.  $1.3m  gross  rev. 
with  EBITDA  @$275k.  Listed  at  $1.5 
million.  SOLD! 

Midwestern  plains  county  seat  bi-weekly 
with  sister  county  seat  weekly,  gross  rev. 
@lm  with  strong  earnings.  Include  large  of¬ 
fice  supply  company.  Listed  at  6X  earnings. 
Suburban  pair  of  two  weeklies  with  gross 
rev.  @440k  listed  at  only  IX  gross.  Strong 
growth  area.  For  more  information  on  these 
properties,  or  to  inquire  about  listing  your 
property  call  or  write: 

NATIONAL  MEDIA  ASSOCIATES 
EDWARD  ANDERSON,  BROKER 
P.O.  Box  2001 
Branson,  MO  65615 
(417)  336-3457 

Updated  Weekly-  Properties  for  Sale 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co.-  Est.  1959 


NEWSPAPERS  WANTED 


WE  ARE  SEEKING  to  add  several 
large-circulation  newspapers  or  newspaper 
groups  to  our  family  of  award-winning  publi¬ 
cations.  All  information  will  be  held  in  the 
strictest  of  confidence.  For  a  quick  sale, 
send  information  about  your  company  to: 

Box  2412,  Editor  &  Publisher 
770  Broadway  7th  FL..  NY.  NY  10003 


PUBLICATIONS  FOR  SALE 


ALTERNATIVE  HEALTH  HOLISTIC  Maga- 
zine.Tampa,  FI  -Wellington  Weekly  &  Palm 
Beach,  Florida  Tourist  Guide.  Buffalo,  New 
York  Weekly,  Decatur,  IL.  Home  Magazine 
(516)  379-2797/  info@kamengroup.com 


-EQUIPMENT  &  SUPPLIES- 


EQUIPMENT  FOR  SALE 


FOR  SALE  BY  San  Francisco  Chronicle: 
Imagers-iii  3850  Sierra,  all  3850  Grafix,  Au¬ 
tologic  APS6,  Monotype  Future.  Proces- 
sors-Pako  0L2624,  Devotech  Devolink, 
Carnfeld  GL291.  For  more  info  contact 
Linda  Maass  (415)  777-6580  or  email 
lmaass@sfchronicle.com. 


MAILROOM 


BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-%56 

NEWSTEC,  INC 

Specializing  in  remanufacturer  Inserters  and 
State  of  the  art  Post  Press  Controls 
Installation*  Spare  Parts  • 

Terry  Connors,  Vice  President  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  85a7951 
tcnewstec@aol.com 


NEWSRACKS 


Coin  Operated,  Free  Distribution 
Wire  Plastic,  Wood,  Counted 
Floor,  &  Wall. ..We  Have  It  All 


Cal  Now  (800)  243-3989 
Fax  (818)  784-5372 

NATIONAL  NEWSVEND 

7324  Greenbush  Avenue 
NH,CA,  91805 


PRESSES 


WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  6484611  or  fax  (815)  6482856 


PRESSES 


DONT  SELL  YOUR  PRESS 
Until  You  Contact 

Newman  International,  L.L.C. 

Web  Press  Sale 

‘M/orldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses" 
PRESSES  WANTED;  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C% 

Tel:  (913)  648-2000 
Fax:  (913)  648-7750 


Inland  Newspaper  Madilnery  Cnrporation 


For  a  coneleie  lit!  ol  xeues:  (80)1 255-6741  a  (913)492-6050 
wminlanlnnvciin 


PRESSES 

•  Goss  3:2  Folders  23  9/10”,  22  3/4”, 

22”.  21  1/2”,  21” 

•  New  or  Rebuild  (Boss  R.T.P.  42”  +  45” 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 

•  Metro  13  sized  colored  deck 
Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
"PREPAID  Experts*” 

Horace  Southward/Eric  Southward 
(800)  9588475*www.metro-news.com 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  (^lity  plus 
Quantity  sales!  Phone:  (732)  7385100 
FAX:  (732)  7385115 
E-mail:  mpi@marfcetingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


NEWSPAPER  SUBSCRIPTION  SALES 

Starts  'Upgrades* Stop-Savers  Verification 
John  Dinan 
(800)  6587183 
www.Circulationlll.com 

PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  7766397 

WWW.PROSTARTS.COM 


DECEMBER  I.  2003  EDITOR  &  PUBLISHER  CLASSIFIEDS  21 


www.editorandpublisher.com 


Phone:1-888-825-9149  ~  CLASSIFIED  ADVERTISING  ~  Fax :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-INDUSTRY  SERVICES- 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR  displays,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
45  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 
www.pressroomcleaners.com 


-HELP  WANTED- 


ACCOUNTING 


CONTROLLER 
Juneau,  Alaska 

National  publishing  company  seeks  controller 
to  direct  the  accounting  and  business  office 
operations  of  Alaska’s  capitol  city’s  daily 
newspaper. 

Responsibilities  include  overseeing  financial 
statement  preparation,  payroll  processing 
and  payroll  taxes,  accounts  payable,  ac¬ 
counts  receivable,  budgeting,  business  ana¬ 
lyses  and  financial  analyses  as  directed  by 
the  newspaper’s  publisher  and  corporate 
management. 

Successful  candidate  will  have  an 
accounting  and  human  resources  back¬ 
ground.  Newspaper  publishing  experience 
is  preferred.  Strong  computer,  analytical, 
interpersonal,  administrative  and  communi¬ 
cation  skills  are  necessary. 

This  position  offers  the  successful 
candidate  the  opportunity  to  contribute  to  a 
company  that  is  well-respected  in  its  field 
and  is  known  for  its  record  of  advancement 
of  staff  members  who  make  significant  con¬ 
tributions  to  the  organization.  Salary  depends 
on  experience  and  the  company  has 
competitive  benefits  and  a  pleasant  working 
environment. 

Southeast  Alaska  and  Juneau  also  offer  un¬ 
paralleled  quality  of  live  and  living  and  out¬ 
door  adventures  in  a  community  that  is  fam¬ 
ily-friendly. 

Send  resume  with  cover  letter  outlining  salary 
history  and  requirements  to:  Robert  0. 
Hale,  Publisher;  Juneau  Empire,  3100  Chan¬ 
nel  Drive,  Juneau,  AK  99801. 

Information  can  also  be  faxed  to: 

(907)  586-9097  or  E-mailed  to: 
robert.hale@juneauempire.com 
The  Juneau  Empire  is  an  EOE. 

Obstacles  don't  have  to  stop  you. 

If  you  run  into  o  wall,  don't  turn 
around  and  give  up.  Figure  out 
how  to  climb  it,  go  through  it,  or 
work  around  it. 

•  Michael  Jordan 


ADMINISTRATIVE 


GENERAL  MANAGER  -  AD  DIRECTOR 
Gienwood  (Iowa)  weekly,  4,500  circulation 
and  a  staff  of  9.  Near  Omaha,  Council 
Bluffs.  Great  opportunity  with  LCNI.  Sales 
management  experience,  with  a  proven 
background. 

Resumes  to:  rfilkins@bardstowncable.net 
Or  Call  (502)  348-9003  ext.  119 


GENERAL  MANAGER 

Target  Media  Partners,  one  of  the  nation’s 
fastest  growing  print  advertising  companies 
has  an  opening  for  a  qualified  general  man¬ 
ager  in  the  Knoxville,  TN  area. 

The  ideal  candidate  will  have  previous  expe¬ 
rience  in  the  print  industry,  advertising 
and/or  strong  commercial  sales 
background  with  5  years  progressive  man¬ 
agement  experience  leading  to  the  GM  level 
or  beyond. 

Proven  ability  to  grow  sales  and  develop 
people  a  must.  Our  unique  entrepreneurial 
management  approach  will  allow  the  right 
individual  unlimited  opportunity! 
Competitive  salary  with  bonus  and  a  com¬ 
prehensive  benefits  program. 

Please  E-mail  cover  letter  and  resume  to: 
HR@TargetMediaPartners.com  EOE 


MERGERS/ACQUISITIONS  -  MIDWEST 
W.B.  Grimes  &  Co,  the  nation’s  #1  community 
newspaper  M&A  firm  is  seeking  to  add 
an  associate  who  is  based  in  the  Midwest. 
Candidate  should  be  a  “dealmaker”  with 
solid  newspaper  background,  strong  sales 
drive,  and  active  rolodex.  This  is  a  commis¬ 
sion-only  position  with  exceptional  earnings 
potential.  Contact: 

Larry  Grimes,  (301)  253-5016 


PUBLISHER 

The  Douglas  County  Sentinel  a  6,500  circu¬ 
lation  six  day  daily  in  Douglasville,  GA.This 
position  will  oversee  editorial,  advertising 
and  circulation  and  report  to  the  Georgia 
Group  Publisher.  Douglasville  offers  an  ex¬ 
cellent  lifestyle  with  a  reasonable  cost  of  liv¬ 
ing.  You  can  enjoy  Atlanta,  which  is  15 
miles  away  without  being  abused  by  it. 
Douglas  county  is  one  of  the  fastest 
growing  counties  in  Georgia.  We  require  a 
newspaper  executive  with  proven  abilities  in 
driving  revenues,  both  advertising  and  circu¬ 
lation,  by  providing  a  quality  newspaper  to 
our  readers.  We  are  part  of  the  Paxton  Media 
Group  of  32  newspapers  offering  excellent 
pay  and  benefits.  Send  resume  and  salary  his¬ 
tory  to  Tom  Overton,  Group 
Publisher,  The  Times-Georgian,  901  Hays 
Mill  Road,  Carrollton,  GA  30117  or  E-mail: 
toverton@times-georgian.com 


PUBLISHERS  NEEDED 

Growing  newspaper  company  needs  pub¬ 
lishers  that  are  willing  to  work  hard  and  can 
generate  revenue.  If  you  enjoy  the  freedom 
to  be  successful  and  run  your  own  newspa¬ 
per,  we  need  you.  Benefits  package  includes 
health,  dental,  401  (k)  and  disability. 
Send  resume  to  Box  3576,  Editor  &  Publisher 
Classified,  770  Broadway,  7th  Floor, 
New  York,  NY  10003. 


-HELP  WANTED- 


ADVERTISING 


ADVERTISING  DIRECTOR 
If  you  know  what  it  takes  to  sell  advertising, 
lead,  motivate  and  teach  a  staff,  we  have 
an  opportunity  for  you.  Our  daily  is  located 
in  a  great  area,  and  rapidly  growing  market. 
Must  have  solid  newspaper  background,  be 
goal  oriented,  and  have  solid  understanding 
of  budgeting.  Contact  John  Shields, 
Taunton  Daily  Gazette,  P.O.  Box  111,  Taun¬ 
ton,  MA  02780.  (508)  880-9000.  E-mail: 
jshields@journalregister.com 

ADVERTISING  DIRECTOR 

Wisconsin’s  newspaper  association  is  looking 
for  an  advertising  director.  Must  possess  an 
overall  knowledge  of  newspaper 
advertising  and  have  experience  in  budg 
eting,  goal  setting  and  excellent  sales  and 
negotiating  skills. 

A  bachelor’s  degree  in  advertising  or  busi¬ 
ness  is  preferred.  A  minimum  of  5  years 
sales  and  management  experience  is  re¬ 
quired.  Mail  resume  to: 

Advertising  Director  Search 
WNA 

P.O.  Box  5580,  3822  Mineral  Point  Road 
Madison,  Wl  53705 

ADVERTISING  MANAGER 

Mid-sized  and  small  daily  group  papers  in 
Texas  seeking  experienced  candidate  to 
lead  sales  efforts.  Must  have  classified 
and/or  retail  experience.  Position  reports  to 
ad  director.  The  ideal  candidate  will 
possess  strong  leadership  qualities,  ability 
to  model  and  teach  successful  sales  tech¬ 
niques,  desire  to  enhance  and  create  reve¬ 
nue,  and  be  able  to  motivate  a  team, 
efforts  will  include  revenue  responsibilities 
for  both  dailies.  Strong  computer  skills  and 
a  college  degree  preferred.  Salary  plus  bo¬ 
nus,  excellent  benefits. 

Send  confidential  response  to: 

Box  3605,  Editor  &  Publisher  Classified 

770  Broadway,  7th  Floor 
New  York,  NY  10003 

ADVERTISING  MANAGER 
The  Ledger,  a  New  York  Times  Company 
newspaper  in  central  Florida,  is  accepting 
applications  for  an  advertising  manager  to 
work  in  our  Four  Corners  office  located  in 
Haines  City.  For  more  information,  and  to 
apply  online,  please  visit: 

www.theledger.com 


ADVERTISING 


ADVERTISING  DISTRICT  SALES  MANAGER 

The  Star-Telegram,  a  Knight  Ridder  newspa¬ 
per  with  325,777  circulation  in  a  top  5  mar¬ 
ket,  is  seeking  a  retail  advertising  sales 
manager  to  lead  a  team  of  16  members 
that  include  an  associate  manager,  account 
executives  and  support  staff. 

Leadership  experience  in  newspaper  adver¬ 
tising  with  a  minimum  of  three  years,  creative 
and  innovative  thought  processes,  success 
with  bundled  media  sales  and  use  of 
sophisticated  mapping  and  database  pro¬ 
specting  techniques  are  required.  Strong 
communication  skills  and  the  ability  to  build 
spreadsheets  to  formulate  and  support  rev¬ 
enue  enhancing  initiatives  are  equally  im¬ 
portant.  The  ability  to  speak  Spanish 
fluently  is  a  plus.  Excellent  salary,  benefits, 
401(k)  and  stock  options. 

Equal  Opportunity  Employer 

Interested  applicants  should  send  resume 
and  cover  letter  to: 

Star-Telegram 
Attn:  BradHagstrom 
Retail  Advertising  Director 
P.O.  Box  1870,  Fort  Worth,  Texas  76101 
FAX:  (817)390.7892 
Bhagstrom@star-telegram.com 


CLASSIFIED  CALL  CENTER  MANAGER 
The  Bucks  County  Courier  Times,  located  in 
Southeastern  Pennsylvania,  seeks  a 
dynamic,  experienced  classified  call  center 
manager.  Candidates  must  be  innovative 
and  exhibit  excellent  people  skills.  Candidates 
should  possess  skills  and  demonstrate  pro¬ 
grams  to  generate  new  classified 
revenue  initiatives  through  development  of 
aggressive,  outbound  sales  programs, 
while  maintaining  unparalleled  customer 
service.  An  ideal  candidate  would  be  profi¬ 
cient  in  the  Mactive  classified  system  with 
ability  to  develop  Crystal  reporting,  but  not 
required.  The  Courier  Times  offers  competi¬ 
tive  salary  plus  incentives,  including  401  (k), 
pension,  vacation,  medical  and  dental.  Qua! 
ified  candidates,  please  mail  or  E-mail  re 
sumes  to: 

Tim  Birch,  Adverbsing  Director 
Bucks  County  Courier  Times 
8400  Route  13,  Levittown,  PA  19057 
tbirch@philly6urbs.com 
EOE 


ADVERTISING  ADVERTISING 


CLASSIFIED  SALES  MANAGER 

VNU,  a  leading  business-to-business  information  company,  has  a  great  opportunity 
for  a  Classified  Sales  Manager  to  join  our  Classified  team. 

Responsibilities  include  managing  existing  account  base  as  well  as  ongoing  new 
business  development.  Ideal  candidate  will  have  at  least  3  years  of  inside  sales  experience. 
Must  have  great  communication  skills,  be  a  team  player  with  a  great  attitude  and  have  high 
energy. 

VNU  offers  competitive  salary  plus  potential  to  earn  commissions.  We  also  have  a 
comprehensive  benefits  package  that  includes  a  401(k)  plan  and  a  pension  plan. 

Send  resume  with  cover  letter  indicating  salary  requirements  to: 

VNU  Business  Publications 
E-mail:  MMRopportunities@ivnuusa.com 
Please  indicate  “Classified''  in  subject  line  when  e-mailing  resume. 

Fax:  (646)  654-7278 
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A  remarkable  journalism  school 
in  exquisite  country  has 
everything  going  for  it  — 
except  a  leader. 


The  unexpected  climate  of  northern  Nevada  is  a 
regrettably  well-kept  secret.  The  summer  air  is  clear 
and  soft  as  velvet,  so  warm  and  dry  p>eople  spend 
every  evening  out  d(X)rs.  No  screens,  no  mosqui¬ 
toes.  The  winters  are  sunny  and  mild.  But.  if  you 
want  more  winter,  you  can  drive  45  minutes  up  to 
Lake  Tahoe  for  deep  snow  and  w'orld-class  ski  runs. 
Spring  is  green  and  fall  is  gold  and  russet.  Those 
incredibly  red  maples  do  well  here.  So  do  roses  and 
tulips,  pear  trees  and  tomatc^es. 

If  you're  from  the  east  or  west  coast  the  housing 
prices  will  seem  low.  If  you're  from  the  Midwest 
they  won't,  but  you  can  still  buy  a  new  three-bed- 
ro<.)m  house  with  g«.Hxl  neighbors  and.  sometimes, 
great  views  of  the  Sierra 

Nevada  without  having  to  With  six  Puli 
bankrupt  your  kid's  college  .  .. 

fund.  national  j 

You  can  drive  to  San  ^ 

r-  •  f  I  I,  If  advertising  c 

Francisco  m  tour  and  a  halt  o 

hours  and  the  wine  country  its  Ctcdit,  V 

in  even  less  time.  So  it's 
not  hard  to  understand  why 
men  and  women  who  have  come  to  teach  at  the 
Reynolds  Sch(X)l  of  Journalism  on  the  campus  of 
the  University  of  Nevada  in  Reno  stay  for  years,  and 
why  students  who  intended  to  go  to  Nevada  for  a 
year  or  two  stay  and  thrive  and  graduate. 

The  journalism  school  has  been  growing  and 
changing  so  much  many  believe  it  is  now  one  of 
the  nation's  better  accredited  journalism  schtx)ls. 
Alumni  and  current  students  refer  to  the  family  feel¬ 
ing  instilled  by  small  classes  with  professors  they 
call  by  their  first  names.  A  faculty  member  also 
credits  that  same  feeling  to  the  journalism  building. 
"That  atrium  lets  in  glorious  light  all  day  long  and 
makes  it  possible  for  us  to  talk  to  one  another  fltxx 
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and  russet  Those  traditional  media.  The  core  curriculum  puts  special 

lere  So  do  roses  and  ^niphasis  on  First  Amendment  freedom  and  media 

ethics.  In  fact,  full  semester  courses  in  both  are  man- 

rest  coast  the  housing  '<”■  jounialism  graduates, 

from  the  Midwest  Reynolds  Foundation  recently  gave  an  addi- 

y  a  new  three-bed-  million.  This  year,  the  state  legislature  also 
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at  a  time  when  most  universities  are  experiencing 
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vv  irn  SIX  ruurzer  rnzes  ana  a  absolute  commitment 
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What's  missing  is  a  leader.  The  schtx)!  needs  a 
new  dean  and  we  are  searching  in  a  highly  competi¬ 
tive  year  in  an  equally  competitive  field.  We  hope 
for  a  distinguished  journalist  and  superb  manager. 
And.  while  we  prefer  an  advanced  degree,  we  will 
consider  someone  with  a  bachelor's  degree  if  that 
person  has  the  professional  and  personal  qualifica¬ 
tions  to  succeed  in  the  academic  environment. 

More  can  be  learned  from  the  school’s  website 
www.unr.edu/journalism. 

We  love  it  here.  You  might,  too. 

The  Donald  W.  Reynolds  School  of  Journalism 
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-HELP  WANTED- 


ADVERTISING 


MANAGER,  8  staffers,  daily  and  weekly 
group.  Tulsa,  OK  green  country.  Salary,  in¬ 
centives,  bonus. 

ccagle@neighbor-newspapers.com 

RETAIL/DISPLAY  ADVERTISING  MANAGER 
The  Northwest  Herald,  in  Crystal  Lake,  IL, 
one  of  the  most  dynamic  mid-sized  daily 
newspapers  in  the  country,  has  a  unique  op¬ 
portunity  for  an  outstanding  retail/display 
advertising  manager.  If  your  aspiration  is 
to  sit  behind  a  desk  and  figure 
commissions  while  barking  orders,  you 
need  not  apply. 

Our  vibrant  advertising  team  is  seasoned, 
and  ready  to  take  a  step  to  the  next  level. 
The  Northwest  Herald  covers  the 
burgeoning  far  northwest  suburbs  of  Chica¬ 
go,  and  we  do  it  right.  Despite  fierce  com¬ 
petition,  we  dominate  our  share  of  the  market 
with  a  solid  community-focused,  and 
award  winning  publication. 

Our  new  retail/display  advertising  manager 
will  adapt  quickly  and  be  in  the  field  with  the 
sales  staff  almost  immediately  working  with 
all  types  of  display  accounts.  We  are  seeking 
a  mentor  that  can  coach  and  evaluate 
our  sales  personnel  while  furthering  his/her 
own  career. 

If  you  have  a  bachelor's  degree,  and  3-5 
years  newspaper  management  experience, 
and  our  opportunity  sounds  like  a  good  fit, 
let’s  talk!  The  Northwest  Herald  offers  a 
competitive  salary  and  benefits  package. 
Pre-employment  drug  screen  required. 

Reply  in  confidence  to  Clint  Schroeder,  Di¬ 
rector  of  Advertising,  P.O.  Box  250,  Crystal 
Lake,  IL  60039-0250  or  E-mail  your  resume 
and  salary  requirements  to: 

cschroeder@shawnews.com 


CIRCULATION 


CIRCULATION  DIRECTOR 
If  you’re  a  tough  competitor  with  a  good 
track  record  and  want  a  chance  to  show 
what  you  can  really  do,  we  have  the  job  for 
you.  Our  circulation  director  has  been  pro¬ 
moted  to  a  larger  newspaper,  so  the  Courier 
News  seeks  another  hard-working  individual 
with  fresh  sales  ideas,  initiative  and  attention 
to  detail.  This  is  a  growing  41,000 
daily-Sunday  Gannett  newspaper  serving  an 
attractive  area  in  Central  New  Jersey.  Good 
salary  and  benefits.  Send  letter  and  resume 
to  Charles  W.  Nutt,  publisher,  Courier 
News,  P.O.  Box  6600,  1201  Route  22, 
Bridgewater,  NJ  08807  or  by  E-mail  to 
cnutt@gannett.com.  For  more  information 
call  (908)  707-3275.  Equal  Opportunity  Em¬ 
ployer. 

CIRCULATION  MANAGER 

The  Oregon  Coast  beckons  a  hands-on 
manager  who  wants  to  join  an  8,500  daily 
whose  market  is  growing.  tThe  Daily  Astorian 
seeks  a  solid  promoter  with  high  standards 
for  service,  an  ability  to  track  and 
manage  details  and  familiarity  with  ABC.  It’s 
a  plus  if  you  have  knowledge  of  Vision  Data. 
Our  department  has  6-i-  FTE.  fCompetitive 
salary,  excellent  benefits.  Send  cover 
letter,  resume  and  references  to  Publisher, 
The  Daily  Astorian,  P.O.  Box  210,  Astoria 
OR  97103. 


CIRCULATION 


CIRCULATION  DIRECTOR 
Observer  Publishing  Company,  located  in 
Washington,  PA,  is  currently  seeking  a  Cir¬ 
culation  Director.  The  Circulation  Director  is 
responsible  tor  all  aspects  of  the  circulation 
department  of  the  Observer-Reporter,  a  daily 
newspaper  with  a  circulation  of  35,000 
and  Sunday  circulation  of  37,000.  Primary 
responsibilities  include  increasing  market 
penetration  and  meeting  volume  and  revenue 
goals.  The  ideal  candidate  should  have 
a  minimum  of  five  years  of  prior  circulation 
management  with  a  proven  success  in 
growing  circulation  as  well  as  experience  in 
sales  and  marketing.  Previous  experience  in 
low-growth  or  no-growth  markets  is  helpful. 
Strong  organizational,  analytical,  planning, 
and  managerial  skills  are  required.  A 
college  degree  is  desired. 

Observer  Publishing  Company  offers  a  com¬ 
petitive  salary  with  a  benefits  package  that 
includes  medical,  dental,  vision,  life  and  dis¬ 
ability  insurance,  401(k),  profit  sharing,  and 
paid  vacations. 

Qualified  candidates  are  encouraged  to  sub¬ 
mit  a  cover  letter,  detailing  your  salary  re¬ 
quirements,  and  a  resume  to: 

valenti@observer-reporter,com 
Observer  Publishing  Company 
Attn:  Human  Resources  CD 
122  S.  Main  Street,  Washington,  PA  15301 
OPC  is  an  Equal  Opportunity  Employer 

CIRCULATION  DIRECTOR 
South  Valley  Newspapers,  publisher  of 
three  local  newspapers  and  a  direct  mail 
publication,  located  in  the  bedroom  commu¬ 
nity  of  Gilroy,  CA  is  seeking  an  experienced 
Circulation  Director.  Total  circulation  for 
two  dailies  is  9,000  and  a  twice  weekly  of 
3,500.  The  papers  are  located  in  Santa 
Clara  and  San  Benito  Counties,  situated 
near  San  Jose,  CA  .  This  position  reports  di¬ 
rectly  to  the  Publisher.  The  successful  can¬ 
didate  will  have  progressive  circulation  de¬ 
partment  experience  with  a  small  daily 
newspaper,  ability  to  motivate  a  team,  ex¬ 
perience  with  TMC  and  non-subscriber  publi¬ 
cations  and  the  ability  and  drive  to  actively 
sell  newspapers.  A  competitive  salary  and 
benefits  package  is  offered.  This  is  a  great 
opportunity  for  experienced  District  Manager 
to  run  his/her  own  operation.  For  confidential 
consideration,  please  send  resume 

and  compensation  history  to: 

Bill  Barry,  South  Valley  Newspapers 
P.O.  Box  22365,  Gilroy,  CA  95021 
Or  E-mail  wmbarry@pspub.com 

SALES  MANAGER 

National  newspaper  sales  company  looking 
for  sales  manager’s  to  coordinate 
Kiosk/crewing  sales  in  Midwest,  Southern 
and  Eastern  US  area.  Newspaper  manage¬ 
ment  experience  a  plus.  Perfect  for  District 
managers  or  Sales  and  Marketing  manager. 
This  is  a  great  time  to  get  into  this  growing 
and  exciting  business.  Financial  rewards  are 
awesome!!!  E-mail:  KandCEnt@aol.com 

Sometimes  our  light  goes  out  but  is 
blown  into  flame  by  another 
human  being.  Each  of  us  owes 
deepest  thanks  to  those  who  have 
rekindled  this  light. 

-Albert  Schweitzer 


CIRCULATION 


CIRCULATION  MANAGER 

The  Star-Herald,  a  1 5,000  plus  daily  news¬ 
paper  located  in  western  Nebraska,  is  seek¬ 
ing  a  Circulation  Manager.  The  successful 
candidate  will  be  responsible  for  increasing 
home  delivery  and  meeting  budgeted  circu¬ 
lation  volume  and  revenue  goals. 

Demonstrated  experience  growing  home 
delivery  sales  and  revenues  is  a  must.  Ex¬ 
cellent  people  and  organizational  skills  are 
required.  In  addition  to  a  competitive  wage 
and  benefits  package  you’ll  have  the  oppor¬ 
tunity  to  work  with  a  great  management 
team  in  a  stable  work  environment.  Scotts- 
bluff  is  a  great  place  to  enjoy  the  great  out¬ 
doors  and  raise  a  family. 

Interested  candidates  should  send  their  re¬ 
sume  to:  Joe  Craig,  Publisher,  The 
Star-Herald,  P.O.  Box  1709,  Scottsbiuff  NE 
69363-1709.  Or  E-mail: 

jcraig@starherald.com 


DIRECT  MARKETING  MANAGER 
CIRCULATION 

ST.  PETERSBURG,  FLORIDA 
The  St.  Petersburg  Times  seeks  a  highly 
creative,  intuitive,  experienced  direct  mar¬ 
keting  professional  whose  goal  is  to  make  a 
significant  impact  on  our  industry.  The  ideal 
candidate  will  be  an  energetic, 
open-minded,  idea  person  who  refuses  to 
settle  for  “status  quo”  results.  Requires 
technical  expertise  in  management  of  cre¬ 
ative  development,  list  selection,  mailing 
applications  and  procedures.  Looking  for  a 
true  balance  of  creativity,  data  analysis,  and 
innovative  thinking  in  a  person  that 
performs  best  in  a  fast-paced  environment. 
The  direct  marketing  manager  is 

responsible  for  developing,  presenting  and 
executing  circulation-driven  direct  marketing 
plans  to  meet  sales  goals  within  budget. 
Manages  direct  marketing  campaigns  from 
concept,  creative  and  testing,  to  actual  de¬ 
livery  and  results  analysis  and  is  accountable 
for  optimizing  business  results.  Develops  di¬ 
rect  marketing  testing  programs  to 

improve  response  and  provide  valid  results 
to  strengthen  efforts  and  create 

efficiencies.  Manages  external  vendor  rela¬ 
tionships  for  development  and  implementa¬ 
tion  of  direct  marketing  efforts. 

Qualified  candidates  may  apply  with  cover 
letter  and  resume  to: 

St.  Petersburg  Times 
P.O.  Box  1121,  St.  Petersburg,  FL  33731 
Fax:  (727)  893-8185 
E-mail  to:  resumes@sptimes.com 


SENIOR  VP  OPERATIONS  &  CIRCULATION 
A  new,  solidly  backed  Spanish  language  daily 
newspaper  group  seeks  an  experienced 
and  professional  manager/marketer  with  a 
minimum  of  ten  years  of  successful  circula¬ 
tion,  operations  and/or  marketing  experi¬ 
ence.  The  candidate  is  bilingual,  a  self-starter 
with  entrepreneurial  spirit,  visionary  and 
strategically  minded.  An  excellent  opportunity 
to  build  a  great  group  of  newspapers. 
Highly  competitive  compensation  package 
plus  equity.  Please  submit  resume  with  Box 
#  3606  in  subject  line  to: 

hpreuss@editorandpublisher.com 


CIRCULATION 


DIRECTOR  OF  CONSUMER 
SALES  AND  MARKETING 

The  (Colorado  Springs)  Gazette  has  an  im¬ 
mediate  opening  in  Circulation  sales  and 
marketing.  This  director  is  responsible  for 
providing  direction  and  leadership  for  the 
Circulation  division’s  consumer  sales  and 
marketing,  customer  service,  NIE  and  com¬ 
puter  systems  staffs 

This  position  assists  the  VP  of  Circulation  in 
the  creation,  development  and  execution  of 
the  Circulation  division’s  overall  plan.  The 
successful  candidate  shares  in  the  respon¬ 
sibility  for  the  division’s  performance  in 
achieving  circulation  growth,  revenue  and 
expense  obiectives. 

This  position  requires  a  person  who  can  de¬ 
sign,  implement  and  monitor  sales  and  mar 
keting  programs  to  meet  or  exceed  assigned 
revenue  and  circulation  goals.  An  absolute 
commitment  to  customer  service  is  essential 
and  you  must  work  in  a  collaborative 
manner  with  a  wide  range  of  clients  and  coF 
leagues  to  execute  this  role  effectively. 

Please  send  your  resume  to:  The  Gazette, 
Attn.  Bruce  Ullom,  30  South  Prospect 
Street,  Colorado  Springs,  CO  80903  or: 
bullom@gazette.com 

REGIONAL  HOME  DELIVERY  MANAGER 
We  are  Publishers  Circulation  Fulfillment,  an 
acknowledged  leader  in  national  newspaper 
distribution,  serving  prominent  clients  in¬ 
cluding  The  New  York  Times  and  many  other 
well-known  publications.  We  are  currently 
seeking  a  motivated  and  dynamic 
circulation  professional  to  expand  and  over¬ 
see  our  field  operations  in  the  DC  metro 
area.  As  a  Home  Delivery  Manager,  you  will 
be  responsible  for  identifying  opportunities 
for  expansion  of  the  home  delivery  services 
to  increase  revenues  and  profitability,  while 
minimizing  customer  complaints  on  service. 
Other  responsibilities  include  development 
and  implementation  of  strategies  to 
improve  employee  recruitment  and 
retention,  and  managing,  through  forecasting 
and  budgeting,  the  optimal  utilization  of 
company  resources  for  the  assigned 
region.  Substantial  travel. 

Qualifications  include  a  college  degree  or 
equivalent  work  experience  and  5-plus 
years  of  progressive  management  experi¬ 
ence  in  distribution  or  related  industry. 
Knowledge  of,  and  experience  in  home  de¬ 
livery  operations  is  necessary. 

We  offer  a  competitive  compensation  and 
bonus  program  as  well  as  medical,  dental, 
prescription,  vision  and  matching  401(k) 
benefits.  To  be  considered  for  this  exciting 
growth  opportunity,  please  forward  your  re¬ 
sume  including  salary  history/requirements 
to: 

f^F-HDM 

Fax  (908)  852-3509 
E-mail:  Lois.Nagie@pcfcorp.com 
www.pcfcorp.com 
EOE 

“Remember  alway  s  that  you  have 
not  only  the  right  to  be  an  indi¬ 
vidual,  you  have  an  obligation  to 
be  one.” 

-  Eleanor  Roosevelt 
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-HELP  WANTED- 


CIRCULATION 


USA  TODAY 

DIRECTOE^,  NATIONAL  CUSTOMER  SERVICE 
USA  TODAY,  the  Nation’s  Newspaper, 
seeks  a  Director,  National  Customer 
Service  for  our  Tysons  Corner,  VA  head¬ 
quarters  (Washington.  DC  area).  The  Director, 
National  Customer  Service  (NCS)  supervises 
a  contact  and  order-processing 
center,  developing  and  implementing  a 
long-term  strategy  to  support  the  goals  of 
the  Circulation  Marketing  Department,  USA 
TODAY,  and  Sports  Weekly.  This  position  di¬ 
rects  subscriber  service  and  retention  pro¬ 
grams,  operations/support  department 
functions,  and  the  NCS  department. 
RESPONSIBILITIES:  Provides  leadership  that 
produces  “legendary'  world  class  service. 
Services  USA  TODAY  and  Sports  Weekly 
customers  through  various  points  of 
contact,  i.e.  telephone,  interactive  voice  re¬ 
sponse  systems,  outsource  providers, 
voice  broadcasting,  invoices,  postal  mail 
correspondence  and  email;  processes 
orders,  payments  and  instructions. 
Supports  business  growth,  superior  delivery 
service  and  customer  retention  in  the  Circu¬ 
lation  Department,  primarily  in  Home  Delivery 
business,  but  also  Blue  Chip,  Single 
Copy  and  Education  business.  Will  be  ac¬ 
countable  for  meeting  budgeted  monthly 
and  annual  financial  and  estimate  goals. 
REQUIREMENTS:  Minimum  five  years  cus¬ 
tomer  service  contact  center  management 
experience.  Newspaper  contact  center  ex¬ 
perience  IS  required.  Also  requires  minimum 
five  years  operating  a  telephone  system. 
Experience  developing  and  implementing  a 
budget  greater  than  $1M  is  required;  PC 
skills  (MS  Office)  required. 

We  offer  an  excellent  compensation  and 
benefits  package,  including  an  on-site  fitness 
center.  To  apply,  please  E-mail 
resume  and  cover  letter  to: 

|obs@u  satoday.com 

We  recognize  and  appreciate  the  benefits 
of  diversity  in  the  workplace.  EOE 


EDITORIAL 


BUSINESS  REPORTER 

The  Rochester  Business  Journal,  a  nation- 
al-award-winning  weekly  with  Web  daily  edition 
(www.rb)daily.com).  seeks  a  reporter 
with  strong  hard-news  skills  to  help  cover 
one  of  the  nation’s  top  regions  for 
high-tech,  international  trade.  Two  years’  ex¬ 
perience  required.  Competitive  pay.  E-mail 
resume,  clips  to  pericson@rbj.net. 


EDITOR 

Seasoned  magazine  journalist  wanted  for 
editor’s  position  at  successful  city 
magazine  in  Salt  Lake  City,  UT.  We  are 
seeking  an  individual  with  excellent  writing 
and  story  development  and  management. 
Please  send  resume  and  salary  requirements 
to  editor@bocamag.com  or  via  mail 
to  M.  Speed.  6413  Congress  Avenue,  Suite 
100,  Boca  Raton,  FL  33487. 


EXECUTIVE  EDITOR 

Groupowned  Central  Florida  daily  seeks  ed¬ 
itor  to  direct  newsroom  staff  in  competitive 
market.  Apply  to  HR  Director,  The  News 
Chief,  P.O.  Box  1440,  Winter  Haven,  FL 
33882,  or  E-mail  to  jobs@newschief.com. 


EDITORIAL 


ASSOCIATE  EDITOR 

FINE  HOMEBUILDING  magazine 
seeks  a  journalist  with  a  passion  for 
building  and  remodeling  to  work  in  our 
Connecticut  offices.  We  need  a  strong 
writer,  editor  and  photographer,  willing 
to  visit  cool  houses  and  meet  great 
builders.  You’ll  serve  a  highly  appreciative 
audience  and  work  for  the  best 
how-to  publisher  in  the  country. 

We  offer  a  competitive  salary,  excellent 
benefits  and  a  pleasant  environment. 
Please  send  letter  and  resume 

to  HR,  The  Taunton  Press,  63  South 
Main  Street,  Newtown,  CT  06470. 
Fax:  (203)  426-3503. 

www.taunton.com 
Equal  Opportunity  Employer 


The  Taunton  Press 

Inspiration  for  Eiands-on  living' 


EDITOR 

Wallowa  County,  Oregon,  High  mountain 
wilderness,  a  vibrant  arts  community,  farm¬ 
ing,  ranching,  logging,  small  towns,  small 
schools.  The  Wallowa  County  Chieftain 
needs  an  editor.  If  you  believe  that’s  you. 
send  clips,  resume,  your  reasons  for  pur¬ 
suing  this  opportunity. 

The  Chieftain  is  part  of  a  privately  held 
newspaper  group.  Benefits  include  401(k), 
profit  sharing,  health  plan,  paid  vacation, 
and  a  chance  to  practice  good  journalism  in 
paradise.  If  you  work  hard  and  do  it  all  - 
writing,  editing,  editorializing,  layout, 
photos,  daily  web  updates  and  occasionally 
delivering  newspapers-  send  your  informa¬ 
tion  today:  Position  open  in  January. 

C.K.  Patterson,  General  manager 
East  Oregonian  Publishing  Co. 

P.O.  Box  1089,  Pendleton,  Oregon  97801. 
OR:  ckpat@capitalpress.com 


EDITOR  WANTED:  Be  the  voice  of  an 
award-winning  weekly  newspaper  in  north¬ 
western  Vermont.  Ideal  candidate  will  have 
journalistic  experience,  experience  editing 
submitted  copy,  lead  the  news  team  of  re¬ 
porters  and  photographers,  and  hopefully 
have  some  experience  in  page  layout.  Com¬ 
petitive  salary  and  benefits.  Send  resume, 
cover  letter  and  writing  samples  to  County 
Courier.  P.O.  Box  398,  Enosburg,  VT 
05450  or  amdnewspaper@hotmaiLcom. 


EDITORIAL 


ENJOY  THE  SUN  BY  DAY 
BE  A  CITY  EDITOR  BY  NIGHT 
If  you  want  to  become  an  editor  in  one  of 
the  hottest  markets  in  Florida,  check  this 
out:  We’re  looking  for  a  Night  City  Editor 
to  help  run  our  four  daily  newspapers  in 
sunny  Southwest  Florida.  We  call  ourselves 
“America’s  Best  Community  Daily 
Newspaper”  for  a  reason:  We  won  M  national 
and  state  awards  in  2002.  Contact 
Buddy  Martin.  Managing  Editor,  Charlotte 
Sun.  23170  Harborview  Road,  Charlotte 
Harbor,  FL  33980.  No  phone  calls. 
EOE/Drug  Free  Workplace. 

ENTHUSIASTIC  EDITOR  sought  for  weekly 
newspaper  on  shores  of  Lake  Winnipesaukee 
in  central  New  Hampshire.  Candidates  must 
be  proficient  in  Quark,  Photoshop  and  digital 
photography.  Must  have 

2-3  years  experience  in  the  newspaper 
field.  This  is  a  top-flight  opportunity  with  an 
established  community  newspaper  group. 
We  offer  an  excellent  compensation  package 
and  quality  of  life.  Submit  resume  and 
cover  letter  to  Rich  Piatt,  publisher,  Salmon 
Press  LLC,  P.O.  Box  729,  Meredith,  NH 
03253  or  E-mail: 

publisher@salmonpress.com 

HEALTH  REPORTER 

The  Las  Vegas  Review-Journal  seeks  a 
strong  writer  adept  at  both  breaking  news 
and  enterprise  to  cover  the  medical  beat. 
This  reporter  will  be  expected  to  break 
news  on  the  local  health  care  delivery 
system,  develop  features  on  patients  and 
new  treatments,  and  explain  the  ramifications 
of  HMOs  and  HIPAA. 

The  reporter  must  work  quickly  on  deadline 
and  produce  stories  worthy  of  page  one. 
Clear  writing  is  essential,  clever  writing  vaF 
ued.  The  successful  applicant  will  have  at 
least  five  years  of  daily  experience, 
including  medical  reporting  or  a  medical 
background. 

Please  send  resume,  cover  letter  and  six 
clips  showing  versatility  to  City  Editor  Mary 
Hynes,  Las  Vegas  Review-Journal,  P.O.  Box 
70,  Las  Vegas,  NV  89125-0070.  No  E-mail 
applications,  please.  Pre-employment  drug 
screen  required.  EOE. 

MANAGING  EDITOR 

Mid-Atlantic  weekly  newspaper  group  needs 
editor  for  its  lead  paper.  This  is  a 
top-to-bottom  job.  Must  be  excellent  copy 
editor  who  can  turn  so-so  copy  into  good 
writing  on  deadline.  Solid  writing  skills  and 
ability  to  tram  young  staff  required.  The  editor 
will  also  cover  some  stories  and  be  able 
to  filMn  for  reporters  when  necessary.  Writing 
and  editing  are  key,  plus  layout  ability. 
Competitive  salary,  health  and  retirement 
plan.  Also  seeking  reporters  for  news  and 
features.  Solid  writing  skills  required.  Send 
cover  letter,  resume  and  samples  to: 

Box  3591,  Editor  &  Publisher  Classified 
770  Broadway.  7th  Floor 
New  York,  NY  10003 


EDITORIAL 


MANAGING  EDITOR 

Small,  fully-digital,  AM  newspaper  with  Sun¬ 
day  edition,  companion  shopper  and  com¬ 
munity  portal  Web  site;  part  of  a  family-owned 
regional  group  of  16  publications 
is  looking  for  an  experienced  editorial  de¬ 
partment  leader. 

We  are  located  in  a  growing  progressive 
community  (population  22,000)  about  one 
hour  south  of  fte  Twin  Cities  along  F35.  A 
history  of  excellence  in  community 
journalism  is  essential.  Earnings  in 
$50K-$55K/year  range  plus  full  package  of 
benefits  with  appropriate  experience  or  will 
step  up  to  this  level. 

Mail  resume,  letter  outlining  vision  of  a  com¬ 
munity  newspaper  and  recent  samples  of 
your  work  to  Ron  Ensley,  Publisher  and  Editor, 
Owatonna  People's  Press,  135  W. 
Pearl,  Owatonna,  MN  55060  or  E-mail: 
rensley@owatonna  .com 


MANAGING  EDITOR 

Do  you  yearn  for  the  chancd  to  run  your 
own  newspaper?  The  Livingston  County 
News,  an  award-winning  6,0(X)  circulation 
weekly  located  in  the  picturesque  college 
town  of  Geneseo,  NY.  seeks  a  well-rounded 
newspaper  professional  with  a  strong  sense 
of  community  journalism  to  lead  our  small, 
but  dedicated  team.  Editing  experience  a 
plus,  energy  and  enthusiasm  a  must.  A  spe¬ 
cial  opportunity  for  the  right  person.  Send 
resume,  writing  samples  and  salary  history 
to  Publisher,  Livingston  County  News,  P.O. 
Box  870,  Batavia,  NY  14021. 


NEW  ENGLAND  DAILY  (under  10,000)  with 
weekly  operations  seeks  seasoned,  enthusi¬ 
astic  editor  to  lead  a  new  round  of  growth 
in  a  competitive  market.  Our  editor  must  be 
able  to  provide  leadership  and  training  and 
be  a  solid  representative  to  the  community. 
He/she  should  have  deep  knowledge  of  all 
I  departments  and  proven  ability  to  work  with 
I  other  managers.  We  are  in  a  beautiful,  ac¬ 
cessible  part  of  New  England  with  a  wealth 
of  cultural  and  outdoor  amenities.  Send  re¬ 
sume  and  references  to  Box  3587,  Editor  & 
Publisher  Classified,  770  Broadway,  7th 
Floor,  New  York.  NY  10003. 


From  tlie 
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-HELP  WANTED- 


EDITORIAL 


OBITUARY  WRITER 

The  Washington  Post  is  seeking  a  graceful 
writer  with  an  absolute  reverence  for  facts 
and  a  broad  familiarity  with  science,  arts 
and  letters  to  write  obituaries  that  convey 
not  only  a  sense  of  life  lived,  but  also  a 
view  of  history. 

The  candidate  we  seek  can  ferret  out  context 
from  the  most  obscure  reference 
works,  loves  history  and  biography,  and  has 
the  ability  to  deal  sensitively  but  directly 
with  grieving  relatives.  The  ideal  candidate 
will  have  at  least  five  years  of  experience 
reporting  for  a  metropolitan  daily  newspaper. 
Interested  parties  should  send  a  cover 
letter,  resume  and  five  to  six  clips  to  Cheryl 
Butler,  Director  of  Recruiting  and  Hir¬ 
ing/News,  The  Washington  Post,  1150  15th 
Street  NW,  Washington,  DC  20071  or 
E-mail:  butlerc@washpost.com 


The  University  of  San  Diego  seeks  an 
ASSOCIATE  DIRECTOR  OF  PUBLICATIONS 
to  serve  as  editor  of  USD  Magazine,  the 
university’s  quarterly  magazine. 
Manages  all  phases  of  creative  process  and  I 
production,  including  design,  writing,  editing  ; 
and  photography.  Coordinates  all  aspects  i 
of  magazine  printing  process,  including  j 
schedules,  budgets,  print  bids,  press  j 
checks  and  proofs.  Generates  news  and 
feature  article  ideas  and  writes  a  wide 
range  of  articles  for  USD  Magazine  and  other 
university  publications. 

Send  a  letter  of  application,  resume,  three 
reference  contacts,  and  three  feature-length 
writing  samples  by  12/12/03  to:  Human 
Resources  University  of  San  Diego  5998 
Alcal-  Park  San  Diego,  CA  92110-2492. 


EMPLOYEE  RELATIONS 


DIRECTOR  OF  EMPLOYEE  RELATIONS 
The  Pittsburgh  Post-Gazette  is  seeking  an 
experienced  manager  to  be  its  director  of  j 
employee  relations.  The  successful  applicant 
will  be  responsible  for  negotiating  and 
administrating  14  labor  agreements  and 
managing  grievances,  workers’  compensa¬ 
tion,  unfair  labor  practice  hearings,  unem¬ 
ployment  compensation  issues,  and  investi¬ 
gations  involving  the  EEOC,  the  Pennsylvania  ' 
Human  Relations  Commission  and  the 
Pittsburgh  Human  Relations  Council.  The 
position  also  will  be  responsible  for  imple¬ 
menting  initiatives  in  the  areas  of  recruiting, 
staffing,  employee  relations,  organizational 
development,  compensation,  benefits  and 
training  and  development. 

Reporting  to  the  director  of  operations,  the 
director  of  employee  relations  also  will  be  : 
responsible  for  directing  an  HR  staff  of  four. 
Must  have  at  least  10  years  of  HRAabor 
experience  in  a  union  environment  and  at  i 
least  five  years  of  management  experience. 
Newspaper  experience  preferred. 

The  Post-Gazette  offers  a  competitive  finan¬ 
cial  package  and  a  comprehensive  benefits  ; 
package  that  includes  a  401(k)  with  an  em-  ’ 
ployer  match.  The  Post-Gazette  is  an  equal  i 
opportunity  employer. 

Send  cover  letter  and  resume  to: 

Director  of  Operations 
Pittsburgh  Post-Gazette  ' 

34  Boulevard  of  the  Allies  i 

Pittsburgh,  PA  15222 


MAILROOM 


ASSISTANT  PACKAGING  & 
DISTRIBUTION  MANAGER 
Mid  size  morning  newspaper  in  Southern 
California  has  an  immediate  opening  for  an 
individual  experienced  in  the  printing  industry. 
Packaging  &  Distribution  Center  seeks 
a  qualified  applicant  with  a  strong  emphasis 
on  extensive  management  experience  in¬ 
cluding  adept  team  building  abilities  and 
proficient  communication  skills.  Qualifying 
individuals  should  possess  experience  with 
mailroom  facilities,  including  state  of  the  art 
Inserting  Machines  and  Controls.  This  man¬ 
agement  position  requires  analytical  skills 
and  the  capacity  to  facilitate  quality  produc¬ 
tion  in  timely  and  consistent  manner.  Must 
be  willing  to  work  nights  and  weekends  with 
the  opportunity  for  advancement.  We  offer 
a  highly  competitive  compensation  and  ben¬ 
efits  package  including  medical  coverage 
and  401(k).  Qualified  candidates  should 
send  cover  letter  and  resume  to: 

Box  3578,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


PRESSROOM 


ASSISTANT 

PLATEMAKING  SUPERINTENDENT 
Join  a  State  of  the  Art  production  platemaking 
operation  in  College  Park,  Maryland. 

Position  requires  background  training  or  ex¬ 
perience  in  4  color  and  spot  color  prepress 
film  and  platemaking  processes. 

Should  be  technically  oriented  and  knowledge 
in  web  offset  production. 

Must  have  leadership  experience  capable  of  ; 
working  in  and  assisting  the  Superintendent  1 
in  managing  a  diverse  work  group.  A  solid 
work  record  is  required  with  a  track  record  ' 
of  outstanding  performance. 

Qualified  candidates  should  send  their  re-  ; 
sumes  and  cover  letter  to: 

The  Washington  Post 
Attn:  Personnel  -  RGCP 
5245  Greenbelt  Road 
College  Park,  MD  20740-2243 

Fax:(301)446-1105  ! 

The  Washington  Post  is  committed  to  diver¬ 
sity  in  the  workplace  and  promotes  a 
drug-free  work  environment. 


PRESS  OPERATOR 

The  Roanoke-Chowan  News-Herald,  serving 
four  counties  in  northeastern  North 
Carolina,  is  looking  for  an  experienced  . 
press  operator.  The  person  will  be  respon¬ 
sible  for  operating  an  eight-unit  Goss  Com-  t 
munity  press.  The  R-C  News-Herald  is  located 
in  Ahoskie  (Hertford  County),  North  Carolina,  i 
approximately  one  hour  south  of  Norfolk,  VA 
and  one  hour  north  of  Greenville,  : 
NC.  Prime  hunting  and  fishing  country.  i 
The  ideal  candidate  will  possess  web  press  ; 
experience,  leadership  skills,  written  and 
verbal  skills.  Great  opportunity  for  strong 
#2  seeking  to  move  up.  Send  resume  to: 

Jay  Jenkins,  Publisher 
Roanoke-Chowan  News-Herald 
P.O.  Box  1325,  Ahoskie,  NC  27910 
Or  Fax:  (252)  332-3940 
No  phone  calls,  please 


26  EDITOR& PUBLISHER  CLASSIFIEDS  DECEMBER  1,  2003 


PRODUCTION  riX’ll 


PRODUCTION  MANAGER 
We  are  looking  for  the  right  person  to  lead 
our  pressroom,  mailroom  and  building  ser¬ 
vices.  If  you  have  proven  leadership 
abilities,  strong  communication  skills,  proc¬ 
ess  and  financial  analysis  experience,  this 
could  be  the  job  for  you.  We  are  a  7  day, 
morning  publication  with  benefits.  Send  re¬ 
sume  attention  to:  Shawn  Stabell,  Times  Ar¬ 
gus,  P.O.  Box  707,  Barre,  VT  05641-0707 
or  shawn.stabell@timesargus.com. 


-POSITIONS  WANTED- 


ADMINISTRATIVE 


PUBLISHER’S  CONSULTANT 
30  years  experience  in  all  facets  of  daily 
and  weekly  publishing.  Able  to  plan  and  initi¬ 
ate  cold-starts,  rebuild  dormant  or  red  ink 
papers,  recruit  and  train  ad  and  edit  staffs, 
and  handle  overall  administration.  I  work  as 
the  publisher’s  right-hand  for  as  long  as 
needed.  References  and  brochure  upon  re¬ 
quest.  Contact  Michael  Bradley: 

Phone:  (508)  563-2835 
E-mail:  mbradley.capecod@verizon.net 


ADVERTISING 


SEASONED,  DEDICATED  employee  with  ex¬ 
tensive  knowledge  of  all  facets  of  the  news¬ 
paper  and  magazine  industries,  seeks 
full-time  position  with  a  growing  publication. 
NY/NJ  areas  preferred.  Increased  revenue 
and  market  share  in  all  positions.  Please 
contact  me  for  more  information  at: 

E-mail:  Rosie48269@cs.com 
Or  call  Howard  at:  (732)  988-6157 


EDITORIAL 


Experienced  SPORTSWRITER  seeking  free- 
lance/stringer  work  in  NY/NJ/CT/PA.  Col¬ 
lege/Pro  sports.  Contact  Brian  Dunleavy: 
bpdunleavy@yahoo.com 

Young  PUBLISHER/REPORTER/DESIGNER 
looking  to  add  fresh  perspective  to  your 
print  or  Web  publication.  Visit: 

wvniv.JustinSilverman.com 
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Jf  one  were  to  make  a  quick  list 
of  the  world’s  favorite  composers, 
despite  his  relatively  recent  vintage 
Peter  Ilyich  Tchaikovsky  would  be 
on  It  After  all,  he  did  compose 
Swan  Lake,  which  is  perhaps  the 
most  lamous  ballet 
of  all  time  And 
there  can't  be  more 
than  just  a  handful  of 
ballet  companies  that  don't  perform 
The  Nutcracker  every  Christmas 
Indeed,  this  great  Romantic  composer  should  be  so 
immonaliged  As  a  young  man,  he  pursued  a  career  in 
music  at  enormous  personal  risk  and  against  his  own 
father’s  advice.  His  mild  temperament  combined  with 
his  tendency  to  work  too  hard  left  him  with  insomnia, 
debilitating  headaches  and  hallucinations  On  top  of  that, 
Tchaikovsky’s  compiosition  teacher  never  liked  his  work, 
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CauiCi  u’Jitfrv  eye%  Mui’li 
liktf  Tchuikofskv's  composition 
"Romcti  and  Juliet  “ 


even  after  he  became  world-famous 
Setbacks  like  these  could  have 
finished  a  lesser  man  In.stead.  they 
informed  his  work,  which  remains 
some  of  the  be.st  loved  in  history 
Yet  some  kids  will  still  confuse 
Tchaikovsky  with  a  nasal  spasm 
Why?  Because  the  ans  are  slowly 
but  surely  being  eliminated  from 
today’s  schools,  even  though  a 
majority  of  the  parents  believe 
music  and  drama  and  dance  and 
art  make  their  children  better 
students  and  better  people 
To  help  reverse  this  disturbing 
trend,  or  for  more  information 
about  all  the  many  benefits  of  arts  education,  visit  us  at 
AmericansForTheArts  org  Or  else  Tchaikovsky  could 
seem  like  just  another  casualty  of  allergy  season 
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For  more  information  about  the  importance  of  arts  education,  contact  www.AmericansForTheArts.org 
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Shribman,  in  his  first  job  at  16,  chats  up 
his  hero,  Red  Sox  slugger  Tony  Conigliaro. 


Covering 
a  1984 
Democratic 
primary 
debate  for 
The  New 
York  Times, 
with  Times 
colleague 
Phil  Galley, 
left. 


{continued from  page  13}  charged  with 

producing  at  least  four  enterprise  stories 
each  week  and  has  carte  blanche  to 
borrow  staffers  from  any  department. 

“1  wanted  everyone  to  know'  that  when 
(enterprise  editor)  Susan  Puskar  comes  to 
their  supervisor  saying  she  needs  them, 
they  say  yes,"  Shribman  stresses.  “I  also 
told  her  I  w'anted  business,  sports  and 
features  in  that  mix  —  they  have  big 
relevant  stories,  too.” 

Smaller  directives  from  Shribman 
increased  the  number  of  Page  One  stories 
(to  six  from  five),  banned  the  use  of  the 
word  “sucks”  from  the  paprer,  and  imple¬ 
mented  two  monthly  awards  that  rew'ard 
the  best  reporting  and  editing  pjerform- 
ances  with  a  S250  prize.  “I  wanted  pieople 
to  complete,  espiecially  for  Page  One  and 
have  editors  want  to  get  on  Page  One,” 
Shribman  says  about  the  approach,  which 
also  urges  more  local  stories  up  front. 

“We  have  to  reward  pieople.” 

The  respxmse  has  been  mostly  piositive 
from  the  staff,  according  to  observers. 

Many  say  they  like  Shribman’s  directness, 
but  admit  they  have  to  see  results  eventual¬ 
ly  to  consider  his  tenure  a  success.  “Most 
repxirters  seem  pretty  pleased  with  him,” 
says  Chris  Potter,  managing  editor  of 
Pittsburgh  City  Paper,  the  area’s  leading 
alternative  weekly.  “He  has  professed  a 
desire  to  make  the  papier  less  parochial. 
They  respiect  the  guy  as  a  newsman.” 


As  a  journalist  for  The  Buffalo  News,  Shribman 
interviews  historian  William  L.  Shirer. 
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stories  and  walking  around  to  thank  each 
repiorter  piersonally  on  election  night  for 
staying  later,  also  garner  notice.  “There  has 
been  much  more  dialogue  than  before,” 
Bucsko  adds. 

Shribman  has  taken  some  hits,  however, 
for  recasting  the  spiorts  section  and  contin¬ 
uing  to  write  a  nationally  syndicated 
column  that  often  focuses  more  on  what  is 
happening  on  Pennsylvania  Avenue  than 
between  the  Allegheny  and  Monongahela 
rivers.  “Isn’t  there  enough  going  on  here?” 
asks  Potter,  a  Pittsburgh  native.  Another 
editor,  who  requests  anonymitv',  says 
Shribman’s  efforts  at  the  papier  were 
appreciated,  but  may  be  too  extensive  too 
-  ..  quickly.  “Coming  here 

w'as  probably  a  bigger 
leap  than  he  thought,” 
the  editor  savs. 


of  wamii^ 


Mike  Bucsko,  president  of  The  New-spia- 
pier  Guild  of  Pittsburgh  Local  38061, 
agrees.  “He  was  a  relief  and  a  breath  of 
fresh  air,”  says  Bucsko,  whose  union  repre¬ 
sents  260  Post-Gazette  employees.  “There 
was  a  real  dv'sfimctional  atmosphere  before 
he  got  here.  There  was  a  vacuum  at  the 
top.”  Shribman’s  attention  to  detail,  such  as 
creating  a  uniform  byline  attribution  for  all 


National  sense 

Bom  in  Salem,  Mass, 
and  a  graduate  of 
Dartmouth  College, 
Shribman  first  entered 
a  newsroom  at  16  for  The 
Salem  EveningNews. 

His  career  has  been 
marked  by  pursuing  big 
stories,  but  also  being  able 
to  leam  as  much  about 
them  as  necessary.  “He 
brings  an  extensive  sense  of 
history,”  says  Martin  Baron, 
editor  of  the  Baston  Globe, 
where  Shribman  worked  as 
assistant  managing  editor,  a 
columnist  and  Washington 
bureau  chief.  “He  is  incredibly 
knowledgeable  about  what  is  happiening 
on  the  national  scene.” 

Married  to  Cindy  Skrzycki,  a  columnist 
for  The  Washington  Post,  Shribman  is  the 
father  of  two  older  children.  During  his 
interviews  with  EtiP,  he  sought  on  several 
occasions  to  edit  his  own  comments,  often 
declaring  “make  sure  you  say  that”  or  “wait, 
let  me  put  that  another  way.” 

When  asked  about  his  lack  of  top>-editor 
experience  and  status  as  an  outsider  at  the 
Post-Gazette,  Shribman  declared  both  to  be 
an  asset.  “My  lack  of  roots  here  is  also  a  lack 
of  encumbrance,”  he  explains.  “I  know  I 
have  a  lot  to  leam,  but  I  am  able  to  come  up 
to  speed.”  He  also  has  professed  a  belief 
that  the  Past-Gazette  can  be  ranked  with 
some  of  the  nation’s  best  newspapers 
if  the  staff  is  willing.  “Most  daily  papers  are 
dumbed-down  and  trivial  and  don’t  dare  to 
be  good,”  he  observes.  “It  is  not  a  question 
of  laziness  or  apathy,  it  is  a  question  of 
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oppressive  economic  conditions.  But  that 
doesn't  mean  they  cannot  do  well.” 

As  the  flagship  paper  for  the  Toledo, 
Ohio-based  Block  Family  newspaper  chain, 
the  Post-Gazette  obviously  gets  much  of 
the  company's  attention.  (John  R.  Block, 
the  paper’s  publisher,  did  not  return  calls 
seeking  comment.)  If  the  company’s  willing¬ 
ness  to  spend  money  for  good  stories,  most 
recently  shown  at  The  (Toledo)  Blade  in  a 
major  series  on  a  previously  unreported 
slaughter  in  a  Vietnamese  village,  is  any 
indication,  Shribman  will  likely  have  access 
to  special-project  funding. 

Edwina  Kaikai,  who  spent  six  years  as 
features  editor  before  Shribman  assigned  her 
to  run  the  paper’s  weekly  suburban  sections, 
admires  the  new  editor’s  determination  to 
change  things,  starting  with  his  shortened 
meetings.  Shribman  also  receives  kudos 
for  a  cookout  he  organized  around  the  pool 
at  his  condominium  complex  after  four 
months  at  the  helm.  With  about  25  editors 
and  managers  present,  Shribman  sought  to 
explain  his  vision  and  hear  their  initial 
gripes  over  what  he’d  done.  “The  phrase  I 
used  was  ‘change  is  a  process,  not  an  event’,” 
he  recalls.  “I  wanted  them  to  know  that  1 
realized  it  would  take  time.” 

Philly  underdogfaces  challenge 

Amanda  Bennett  could  have  hardly 
chosen  a  more  challenging  assignment  than 
the  editorship  of  the  Philadelphia  Inquirer. 
In  a  city  whose  newspaper  history  dates  back 
to  Benj^unin  Franklin  and  a  newsroom 
where  the  legacy  of  editing  legend  Gene 
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Bennett  (fourth  from  right)  joins  fellow  staffers  of  The  Oregonian  at  the  2001  Pulitzer  ceremony, 
where  they  won  the  Public  Service  award.  The  group  includes  (I.  to  r.)  Sandra  Mims  Rowe,  Jack 
Hart,  Julie  Sullivan,  Fred  Stickel,  Richard  Read,  Kim  Christensen,  Brent  Walth,  and  Peter  Bhatia. 


Roberts  still  permeates,  Bennett  is  charged 
with  not  only  living  up  to  the  paper’s  histori¬ 
cal  fame,  but  making  it  work  in  a  time  of 
Knight  Bidder  Inc.  belt-tightening. 

In  addition,  Bennett  took  over  as  the 
paper’s  fourth  editor  since  1997,  inheriting 
a  staff  already  battered  and  bruised  by  what 
has  arguably  been  a  revolving  door  of  author¬ 
ity.  On  top  of  that,  she  is  charged  with  keep¬ 
ing  a  recent  expansion  into  the  suburbs 
going,  while  also  tiyang  to  return  the  paper 
to  its  Pulitzer  heyday,  which  saw  it  win  12  of 
the  awards  under  Roberts  from  1972  to  1990 
but  only  one  since  he  left. 

“No  matter  how  many  people  you  have, 
you  can  still  do  fabulous  stuff  if  you  focus 
on  what  needs  to  be  done,”  an  optimistic 
Bennett  declares  during  an  interview  in  her 
glass-enclosed  office,  located  just  off  the 
expansive,  two-story  Inquirer  newsroom, 
which  housed  the  paper's  presses  until  1996. 
“If  you  have  one  good  person,  you  can  do 
kick-ass  journalism.” 

Bennett’s  demeanor  seems  to  be  drawing 
good  reviews,  according  to  Zack  Stalberg, 
a  20-year  editor  of  the  rival  Philadelphia 
Daily  News,  also  a  Knight  Ridder  property.  “I 
think  they  like  her  style,”  he  says  of  Inquirer 
staffers.  “She  is  loose  and  a  lot  more  fun 
than  previous  editors.” 

But,  unlike  Shribman,  Bennett  bas  taken 
her  time  making  major  changes,  according 
to  staffers.  Although  she  is  beginning  to 
reassign  some  reporters  and  organize 
specialized  reporting,  a  number  of  newsroom 
veterans  say  she  risks  taking  too  long  to 
make  her  mark. 

“A  key  indicator  of  any  editor  is  who  they 
hire,  and  she  hasn’t  done  any  of  that  yet,” 
says  Henry  Holcomb,  president  of  the 
Philadelphia  Newspaper  Guild  and  a  20-year 
Inquirer  reporter.  “People  really  don’t  know 


that  much  about  her.”  Deborah  Bolling,  who 
covers  the  local  media  for  Philadelphia  City 
Paper,  the  major  alternative  weekly,  echoes 
Holcomb’s  views:  “As  the  months  have  gone 
by,  people  are  less  and  less  excited  about  her 
and  want  her  to  put  her  money  where  her 
mouth  is.” 

In  fairness,  Bennett  saw  a  lot  of  upheaval 
in  just  the  few  months  since  she  inherited 
the  job  on  June  16.  The  paper  was  hit  by 
major  layoffs  in  August,  although  most  did 
not  affect  the  editorial  department.  Then 
in  September,  Publisher  Robert  J.  Hall,  who 
hired  Bennett,  announced  he  would  leave  at 
the  end  of  the  year.  Joseph  Natoli,  publisher 
of  Knight  Bidder’s  San  Jose  Mercury  News, 
will  take  over  then. 

Bennett  admits  she  is  taking  a  slow  road 
to  change,  but  says  the  paper  needs  some 
stability  after  what  it  has  been  through  in 
recent  years.  “In  a  situation  where  the  staff 
has  been  whipsawed  by  changes,  you  have  to 
be  even  more  careful,”  says  Bennett,  stretch¬ 
ing  her  hands  behind  her  head  and  leaning 
back  on  a  brown  leather  couch  in  her  office. 
“I’m  not  sure  how  anybody  can  come  into 
any  major  news  organization  or  any  organi¬ 
zation  and  begin  shooting  pistols  off.  The 
first  thing  you  have  to  do  is  diagram  and 
see  what  they  are  doing  well.” 

Tom  Ferrick,  a  metro  columnist  and  17- 
year  Inquirer  employee,  supports  Bennett’s 
approach.  “She  has  been  observing,  and 
wisely  so,”  Ferrick  says.  “I  think  you  will 
eventually  see  some  outside  blood  come  in 
during  the  next  year.  She’s  doing  it  on  her 
own  time.” 

Putting  the  ‘local  back  in  focus 

The  new  editor  has  spearheaded  some 
new  approaches  to  coverage,  including  a 
directive  for  staffers  to  link  as  many  national 
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As  editor  of  The  Lexington  fKy.)  Herald-Leader,  Bennett  (far  right) 
reviews  the  paper's  first  edition  on  a  50-inch  Web  in  2002  with 
Presentation  Director  Epha  Riche,  left,  and  Designer  Janet  Shedd 


and  local  stories  together  as  possible.  “Every¬ 
one  needs  to  see  that  their  beat  goes  all  over 
the  place,”  she  says,  adding  that  most  trend 
or  nationwide  stories  have  some  kind  of 
regional  connection,  be  it  education,  health, 
or  crime.  “Our  national  focus  has  to  have 
a  purpose  that  links  it  here.” 

Toward  that  end,  Bennett  says  she  is 
realigning  some  of  the  national  and  interna¬ 
tional  staff,  taking  the  paper’s  London 
reporter  —  one  of  only  three  permanent 
foreign  correspondents  —  and  returning 
her  to  the  Philadelphia  newsroom  as  part 
of  a  new  approach  that  will  have  the  paper 
staffing  most  foreign  coverage  on  a  story-by¬ 
story  basis.  “If  people  can  produce  stories 
that  show  how  Philadelphia  is  linked  to 
the  international  story,  we  can  send  them 
overseas,”  Bennett  says. 

National  stories,  meanwhile,  will  also  get 
more  consideration,  but  with  a  local  link. 

As  an  example,  Bennett  revealed  plans  to 
staff  the  Kobe  Bryant  sexual  assault  trial 
in  Colorado  since  Bryant  grew  up  in  the 
Philadelphia  area. 

Other  changes  include  overhauling  the 
pap<,'r’s  health  and  science  coverage  with  a 
new  emphasis  on  the  huge  pharmaceutical 
industry  around  the  Philadelphia  and  South 
Jersey  areas.  Bennett  contends  it  will 
include  about  a  dozen  reporters  and  two 
new  editors  who  have  yet  to  be  named.  In 
addition,  Bennett  reassigned  Business  Editor 
Mary  Flannery  to  a  new,  one-year  position 
as  a  sort  of  liaison  to  the  community,  in 
which  she  will  provide  Inquirer  employees 
to  help  community  groups  and  otherwise 
,  connect  the  paper  to  the  public.  “We  haven’t 
r  been  doing  enough  of  that,”  says  Bennett, 
who  has  not  yet  named  a  new  business 
!  editor. 

i  But  while  Bennett  is  moving  slowly  with 


changes,  she  is  also  making 
clear  that  the  budget  cuts 
and  buyouts  that  have 
reduced  staff  by  20%  since 
2000  are  not  likely  to  be 
reversed  anytime  soon. 

“I  think  there  might  have 
been  an  e,xpectation  that  I 
would  come  here  and  bring 
in  a  lot  of  new  resources,” 
she  says.  “But  it  isn’t  going 
to  happen.” 

Still,  Bennett  believes 
the  paper  can  do  more 
with  less.  “You  just  have 
to  run  faster,”  she  says. 

“But  I  know  that  is  not 
sustainable  for  the  long 
term,  so  we  will  be  forced 
to  prioritize  in  a  different 
way,”  which  is  what  she  is  trying 
to  accomplish  with  the  slower  approach. 

But  neither  reporters  nor  corporate 
executives  are  known  for  their  patience 
when  it  comes  to  results.  At  the  Inquirer, 
they  will  be  pressuring  Bennett  to  produce 
something  tangible,  whether  profits,  higher 
circulation  (on  the  upswing  the  past  two 
years  after  a  steep  decline),  or  a  return  to 
the  paper’s  Pulitzer  gloiy  days.  One  area 
that  Bennett  has  vowed  to  continue  is  the 
suburban  e.xpansion  that  began  under  her 
predecessor.  Walker  Lundy. 

That  will  not  be  easy.  Lundy,  who  was  at 
the  paper  for  less  than  two  years,  resigned 
earlier  this  year,  while  his  predecessor, 
Robert  Rosenthal,  was  forced  out  after 
publicly  objecting  to  the  suburban  expansion 
approach  and  failing  to  boost  circulation. 

Although  she  is  determined  to  produce 
Pulitzer-level  material,  Bennett  —  who 
had  a  hand  in  winning  two  Pulitzers  as  a 
reporter  and  an  editor  —  says  that  is  not 
the  goal  of  her  newsroom;  good  work  is. 

“In  some  ways,  you  leave  your  journalism 
behind  because  you  are  doing  it  for  the 
wrong  reasons,”  Bennett,  a  Pulitzer  Board 
member  since  2002,  says  about  those  who 
focus  only  on  the  prize.  “At  the  {Wall Street) 
Journal,  we  never  set  out  to  win  Pulitzers, 
we  set  out  to  do  good  work.” 

Still,  some  in  the  Philadelphia  newsroom 
say  the  paper  is  already  jockeying  for  Pulitzer 
positioning  with  its  coverage  —  along  with 
the  rival  Daily  News  —  of  the  ongoing  FBI 
probe  into  Philadelphia  Mayor  John  Street. 
And  while  she  publicly  questions  those  who 
concentrate  too  much  on  prizes,  Bennett 
admits  that  the  paper’s  history  is  an  asset 
in  getting  staffers  to  do  their  best  work 
following  some  veiy  tough  times. 

“I  am  finding  people  who  say  they  want  to 


do  it  again,”  Bennett  says  enthusiastically. 
“We  just  need  to  figure  out  how.” 

A  model  weightUfter 

Although  Bennett’s  career  was  mostly 
with  the  Wall  Street  Journal,  she  didn’t 
spend  all  of  her  time  on  business  stories  and 
number-crunching.  Her  stint  at  the  Journal 
—  spanning  the  paper’s  Toronto,  Detroit, 
Washington,  D.C.,  Beijing,  and  Atlanta 
bureaus  —  included  stories  about  entering 
a  weightlifting  contest  (she  placed  fourth) 
and  working  as  a  model  at  a  Detroit 
auto  show. 

A  New  Jersey  native  and  Harvard 
University  graduate,  the  married  mother 
of  two  first  scored  a  Pulitzer  as  part  of 
the  Journal  team  that  won  the  1997  prize 
for  national  reporting  with  a  series  on  U.S. 
AIDS  policy.  Then,  as  managing  editor  for 
enterprise  reporting  at  The  Oregonian,  she 
helped  win  a  2001  Pulitzer  for  public  service 
for  a  series  on  U.S.  immigration  policy. 

Timothy  Kelly,  publisher  of  the  Lexingjton 
Herald-Leader,  gave  Bennett  her  first  top 
editing  job  when  he  hired  her  in  September 
2001.  She  was  supposed  to  fly  into  Lexington 
on  Sept.  12,  but  the  terrorist  attacks  of  Sept. 

11  grounded  all  aircraft  for  days.  “My  family 
had  already  gone  ahead  but  I  could  not  get 
there  until  five  days  later,”  Bennett  recalls. 

Kelly  remembers  Bennett  as  intuitive  and 
having  a  knack  for  organizing.  “She  is  active 
and  engaged,”  Kelly  says.  “She  challenges 
all  expectations.” 

Bob  Hall  says  Bennett’s  background  and 
reputation  for  being  open  and  professional 
helped  convince  him  that  she  would  do  well 
in  Philadelphia.  “She  is  a  people  person  and  a 
newsroom  person,”  says  Hall,  the  departing 
Inquirer  publisher. 

Bennett  has  had  some  missteps,  such  as 
the  October  suspension  of  an  editorial 
assistant  who  was  punished  for  allegedly 
causing  the  company  to  lose  $25,000  due  to 
late  billing,  according  to  Philadelphia  City 
Paper.  After  Guild  leaders  accused  the  paper 
of  rushing  to  judgment,  the  assistant  was 
reinstated  and  all  references  to  the  episode 
in  her  personnel  file  were  removed.  “I  didn’t 
even  consider  it  a  stumble,”  BenneP  says. 
“Sometimes  it  happens  when  you  are  disci¬ 
plining  someone.  Everyone  faces  that  issue.” 
For  the  most  part,  though,  newsroom 
regulars  appreciate  Bennett’s  approach  and 
desire  to  make  the  paper  better.  “Everyone  is 
rooting  for  her  to  win,”  says  Holcomb. 

As  far  as  Bennett  is  concerned,  would-be 
critics  should  look  at  her  first  year  on  the 
job  this  way:  “Judge  me  by  how  much 
good  journalism  we  try  to  do,”  she  advises. 
''That  is  judging  me  fairly.”  il 
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Greenville  gives  Clarksdale  color 


remarked,  “quality  control  is 
a  little  hard  to  enforce.” 

Good  color  quality  was  hard 
to  come  by  on  Clarksdale’s  30- 
year-old  King  Press  Daily  King, 
^  which  also  had  printed  several 

,  weeklies.  Last  December’s 
closure  of  King  Press,  said 
pressman  James  Martin,  also 
has  complicated  repair  work. 

Quoted  by  his 

for  the 
press 

Clarksdale,  head 

_ .  /.f  *..«  pressman  Rick 

L.  Thompson  said 

«e  that  for  its  age, 

^  _ the  press  “did 

»  a  good  job,” 

but  that  it  was 
designed  for 
spot 
process 

^^^^^^^****  Martin  re¬ 
called  the  day  not  long  after  starting  his 
Job  when  the  publisher  asked  him  and 
an  assi.stant  to  print  the  paper  them¬ 
selves.  “The  only  two  people  back  there 
who  could  run  the  press,”  he  said,  were 
out  —  one  preaching,  and  the  other 
cooking  at  the  Delta  Jubilee.  1 


BY  JIM  ROSENBERG 

As  THE  SUMMER  ENDED,  THE 
Delta  Democrat  Times  in 
Greenville,  Miss.,  reverted  to 
afternoon  publication,  and  last  month  it 
took  on  production  of  its  sister  paper  to 
the  south.  The  Clarksdale  Press  Register. 

The  DDT s  was  converted  to  the 
morning  cycle  in  1998  by  former  owner 
Freedom  Communications,  but  when 
Emmerich  Newspapers  acquired  it  in 
2001,  many  readers  asked  for  a  return 
to  afternoon  deliveries,  according  to 
owner  Wyatt  Emmerich.  A  subsequent 
survey  showed  the  9,317-circulation 
newspaper’s  customers  were  equally 
split  between  morning  and  afternoon 
preferences. 

“We’re  still  glad  we  did  it,”  Emmerich 
said,  two  months  later.  As  far  as  any 
effect  on  circulation,  he  added,  “I  think 
it’s  too  early  to  tell,  long-term,  what 
will  happen.”  But  afternoon  papers,  he 
continued,  typically  do  better  in  Missis¬ 
sippi,  and  in  his  market,  mornings  mean 
competing  with  a  couple  of  metro  dailies 
for  readers’  attention. 

Single  copies  now  go  on  sale  by  noon, 
and  subscribers  receive  their  papers  by 
late  afternoon.  Sunday  and  holiday  edi¬ 
tions  still  show  up  in  the  early  morning. 
The  eight-unit  Goss  Urbanite  press 


Pressman  Germaine  Lewis  replaces  a  B| 
plate.  At  right,  the  finished  product. 

in  Greenville  now  also  prints  the 
5,798-circulation  Press  Register  in  |B 
the  same  shift,  thanks  not  only  to 
the  DDT s  reversion  to  afternoon  ^B 
publishing,  but  also  to  Clarks-  ^B 
dale’s  electronic  page  transmission  ^B 
capability  and  the  implementation  |H 
of  computer-to-plate  imaging.  B^ 
Since  printing  moved  75  miles 
downriver,  the  Press  Register 
“absolutely”  runs  more  editorial  and 
advertising  color,  said  Emmerich. 

Given  the  change  of  press  and  change 
of  schedule,  both  dailies  also  look  better 
these  days:  “When  a  paper’s  printed 
at  one  in  the  morning,”  Emmerich 


it  color  reyister  woos 

production  schedule  allows  technicians  advance  sections,  not  a  full  edition  under 
to  work  on  the  press  only  between  3  and  deadline  pressure. 

7  a.m.  each  day.  Calling  it  a  “register  issue  But  it  does  happen  in  live  production 

with  the  phasing  of  the  cylinder,”  he  said,  too.  In  late  November,  Sarazen  said,  “We 
“It’s  just  a  parameter  in  the  drive.”  had  an  outstanding  run  down  there  last 

Advertisers  were  said  to  be  understand-  night.  Their  operators  are  becoming  more 
ing,  but  customer-service  lines  were  busy  comfortable.” 

with  complaints  about  late  deliveries  —  Coon  and  Zomparelli  noted  pressroom 

though  not  every  late  delivery  has  been  staffers’  weariness  last  month  after  much 
press-related.  overtime  work.  “It’s  tough  on  people  all 

Press  foreman  Barry  Coon  told  his  over  the  company,  and  clearly  it  can’t  go 

paper  that  pressmen  were  progressing  on  indefinitely,”  the  publisher  said.  The 

quickly,  given  the  steep  learning  curve.  frustration  was  shared  by  carriers  left 

Practice  time  on  the  new  press  was  limited  waiting  for  their  copies  to  arrive.  Seven  of 
by  the  need  to  move  off  an  old  press  and  the  400  independent  contractors  quit 

by  staffing  limitations,  said  Publisher  their  jobs  owing  to  late  deliveries,  and 

Wendy  2k)mparelli.  At  the  same  time,  she  “about  10  have  given  notice,”  Circulation 
said,  the  Times'  experience  with  the  Main-  Director  Dan  Wheeler  said  in  the  Times' 

stream  has  proved  the  press  capable  of  account  —  Jim  Rosenberg 
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Michigan  newspaper  plans  an  unusually  massive  survey 


BY  DAVE  ASTOR 


There  are  comics  polls,  and  then  there  are 
comics  polls.  The  latter  is  what  The  Grand  Rapids 
(Mich.)  Press  is  conducting  this  Sunday,  Dec.  7.  The 
Press  will  publish  a  12-page  section  featuring  two  or 
three  samples  of  73  different  comics  —  33  of  which  the 
newspaper  now  carries,  and  40  of  which  it  doesn’t.  There  will  also  be 
an  accompanying  intro  describing  each  of  the  73  cartoon  features. 

Press  Editor  Mike  Lloyd  said  most  surveys  list  the  names  of  comics 
without  giving  samples  or  a  content  description.  “That  automatically 
gives  incredible  weight  to  the  incumbents,”  he  noted. 

The  special  broadsheet  section  will  usual  Sunday  circulation  is  192,343, 

include  a  ballot  readers  can  use  to  select  according  to  the  latest  FAS-FAX  figures, 
their  10  favorites.  People  can  also  make  Lloyd  —  who  couldn’t  say  how  much 

their  picks  on  the  newspaper’s  Web  site,  the  survey  effort  would  cost  —  said  the 
with  safeguards  in  place  to  restrict  Press  is  promoting  the  poll  with  in-paper 

participation  to  the  paper’s  circulation  ads,  rack  cards,  and  radio  spots, 

area  and  prevent  repeat  voting.  People  can  vote  until  Dec.  20.  It’s 

But  comic  samples  won’t  be  on  the  site  not  definite  when  the  results  will  be 
—  meaning  non-subscribers  might  buy  announced,  and  when  the  Press  will  make 
the  paper  to  vote.  Lloyd  expects  a  rise  in  comics  changes  based  on  the  poll, 
single-copy  sales  that  day;  the  paper’s  Lloyd  emphasized  that  the  survey 

http://www.editorandpublisher.  ^  ) 

wWlwl  U  ■  ■  ■  com.) ...  Two  National  ->  3\ 

Did  Johnny  Hart  insult  Islam  in  a  “B.C."  Cartoonists  Society  officers,  /  / 

comic?  He  and  Creators  Syndicate  i  President  Steve  McGarry  and 
said  absolutely  not,  but  a  number  of  |  Membership  Chair  Rick 
people  disagreed.  In  the  strip,  a  character  Stromoski,  are  creating  the  new  A  A||B\ 
walks  to  an  outhouse,  closes  the  door  with  a  “Mullets”  strip  for  Universal  Press 
“SLAM,”  and  says:  “Is  it  Just  me,  or  does  it  Syndicate.  Both  also  do  other  syndicated 

stink  in  here?”  A  crescent  moon  appears  in  ^  comics.  ...  AMUSE,  the  entertainment 

the  sky  and  on  the  outhouse  door  in  all  three  firm  (and  Universal  sibling)  that 

panels.  The  Council  on  American-lslamic  ^  represents  cartoonists  and  colum- 

Relations  said  a  crescent  moon  symbolizes  JV  "  y  signed  with  the  William 

Islam,  and  some  observers  said  the  huge  Agency  to  extend  the 

vertical  “SLAM”  in  the  strip  looks  like  an  M  ^ 

“I.”  (For  longer  versions  of  this  and  other 

“et  cetera”  items,  see  “Syndicate  World,"  (  ''' — - y  the  new  ‘Mullets’  comic  strip 


Mike  Lloyd,  with  an 
ad  promoting  the 
upcoming  Press  poll. 


Lloyd  —  who  couldn’t  say  how  much 
the  survey  effort  would  cost  —  said  the 
Press  is  promoting  the  poll  with  in-paper 
ads,  rack  cards,  and  radio  spots. 

People  can  vote  until  Dec.  20.  It’s 
not  definite  when  the  results  will  be 
announced,  and  when  the  Press  will  make 
comics  changes  based  on  the  poll. 

Lloyd  emphasized  that  the  survey 
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com.) ...  Two  National  ('  ->  3  y 

Cartoonists  Society  officers,  /  / 

President  Steve  McGarry  and  ,(fji^C 

Membership  Chair  Rick 
Stromoski,  are  creating  the  new  A 
“Mullets”  strip  for  Universal  Press 

Syndicate.  Both  also  do  other  syndicated 

9...  AMUSE,  the  entertainment 
md  Universal  sibling)  that 
‘sents  cartoonists  and  colum- 
,  signed  with  the  William 
Morris  Agency  to  extend  the 

Kevin  Mildew  and  Scab  from 
the  new  'Mullets’  comic  strip 


results  will  impact 
^  ^  these  changes,  but 

not  solely  determine 
them.  Whatever  the 
poll  says,  the  paper 
still  wants  to  retain  a  mix  of  comics  that 
appeal  to  adults  and  children,  women 
and  men,  various  ethnicities,  and  so  on. 

How  did  the  Press  choose  the  40  not- 
subscribed-to  comics  in  the  poll?  Lloyd 
said  the  paper  was  interested  in  certain 
comics,  and  syndicates  suggested  others. 

The  Press  will  have  new  presses  and  a 
redesign  in  2004.  Lloyd  said  that  if  the 
poll  elicits  a  lot  of  votes,  that  may  help 
the  paper  decide  to  increase  its  number 
of  daily  comics  pages  from  one  to  two. 

“My  feeling,”  said  Lloyd,  “is  that  the 
response  will  be  huge.  Comics  are  an  area 
people  really  revere  in  the  newspaper.”  U 

The  distributor  of‘‘DearAbby’’was 
inadvertently  left  out  of  last  week’s 
“Features  of  the  Year”  cover  story.  It  is 
Universal  Press  Syndicate. 


presence  of  these  creators  into  TV  and  film. 

...  A  weekly  full-page  feature  called  “Budget 
Living,”  from  the  people  who  put  out  Budget 
Living  magazine,  is  being  distributed  by 
Universal.  Newspapers  can  publish  some  or 
all  of  the  stories,  leaving  room  for  display  ads. 
^...  Hot  Topics  is  syndicating  “Street  Beat 
I  News,”  the  Paul  Wisenthal  feature  that  offers 
;  weekly  profiles  of  young  people  doing  positive 
things  in  their  lives  and  for  their  communities. 
...  Fred  Povey  was  named  director  of  Knight 
Ridder/Tribune  News  Service  and  Knight 
Ridoer/Tribune  Business  News,  Karen  Kirk 
was  named  managing  editor  of  the  news 
;  service,  and  Georganne  Coco  was  named 
managing  editor  of  the  business  service. 


J 


I 


-  30  - 


Getting  It  Right 


[ 


SPJ  chapter  leads  a  crusade  for  First  Amendment  rights 

Tom  Henderson  is  the  managing  editor  of  a 
rural  weekly,  The  Polk  County  Itemizer-Observer, 
founded  in  1875,  in  Dallas,  Ore.  (population,  14,000). 
With  a  circulation  of 8,000,  the  paper’s  news  staff  has 
two  reporters  and  a  photographer.  Henderson  is  also 
the  high-energy  president  of  the  Greater  Oregon  Professional 
Chapter  of  the  Society  of  Professional  Journalists,  the  first  rural 
weekly  journalist  on  the  board,  let  alone  president. 

As  part  of  a  sustained  effort  to  raise  public  awareness  of  the 
importance  of  the  First  Amendment  in  a  time  of  unprecedented 


government  secrecy  in  implementing  the 
Patriot  Act  and  other  homeland  security 
measures,  Henderson  is  leading  an  SPJ 
campaign  titled,  “Do  YOU  Feel  Safer  in 
the  Dark?”  through  posters  and  mailings 
distributed  at  colleges;  op-ed  pieces;  and 
speeches  at  civic  meetings  and  churches. 
Proceeds  from  sales  of  the 
campaign  t-shirt  help  to 
finance  the  drive. 

Henderson  is  also  engaged  in 
a  long-term  project  that  can  and 
should  be  replicated  in  other 
states.  Student  journalists  often 
battle  for  their  First  Amend¬ 
ment  fi-ee-press  rights  with 
principals  and  school  boards. 

Oregon’s  SPJ  gives  them  sup¬ 
port  and  advice,  along  with  lob¬ 
bying  the  state  legislature  for  a 
bill  that  will  liberate  journalists  from  the 
1988  Supreme  Court  Hazelwood  decision 
that  undercut  the  previous  Magna  Carta  of 
student  rights,  the  1959  Tinker  decision. 

Henderson,  however,  felt  that  a  continu¬ 
ing  mentoring  program  for  student  journal¬ 
ists  throughout  the  state  would  do  even 
more  to  strengthen  their  knowledge  of  and 
commitment  to  the  First  Amendment.  He 
sent  letters  to  newspapers  asking  for  men¬ 
tor  volunteers,  and  letters  to  high  school 


newspaper  faculty  advisers  to  inform 
student  journalists  of  the  program. 

He  recruited  at  workshops  around  the 
state;  and  at  Fall  Press  Day  for  high  school 
journalists  at  Oregon  State  University  in 
October,  Henderson  set  up  a  table.  As  he 
puts  it,  “I  acted  as  a  barker”  to  attract 

possible  enlistees.  He  signed 
up  41  students. 

Henderson  also  found 
reporters,  editors,  photo  editors, 
and  copy  editors  willing  to 
be  mentors.  Matching  the 
professionals  with  some  of 
the  next  generation  of  day-job 
journalists,  they  communicate 
through  e-mails,  phone  calls 
and  letters.  The  students, 
Henderson  notes,  “can  get 
feedback  on  their  writing; 
career  and  education  advice;  answers  to 
First  Amendment  and  other  legal  ques¬ 
tions;  and  support  in  censorship  battles 
with  principals  and  school  boards.” 

While  attempts  are  made  to  find 
mentors  from  students’  hometowns  or 
nearby  areas,  the  program  has  also 
welcomed  mentors  from  as  far  away  as 
The  Boston  Globe.  Also  joining  is  a  senior 
writer  for  Communications  Workers  of 
America,  who  could  be  useful  in  honing 


students’  negotiations  skills. 

As  for  increasing  the  number  of  students 
to  be  mentored,  “the  key,”  Henderson  tells 
me,  “seems  to  be  persistence.  High  school¬ 
ers  are  rather  shy.  So  professionals  need  to 
be  diligent  in  drawing  them  out  of  their 
shells.  Clarice  Keating,  one  of  our  Oregon 
SPJ  board  members,  is  following  up  with 
the  professionals  to  make  sure  they  keep 
letting  their  students  know  they  are 
available.” 

SPJ  chapters  around  the  country  have 
become  interested  in  the  “Do  YOU  Feel 
Safer  in  the  Dark?”  campaign,  and 
chapters  from  Florida  to  Chicago  have 
ordered  posters  with  their  own  logos  and 
contact  information.  1  will  be  checking 
with  Tom  Henderson  to  see  if  journalism 
organizations  and  newspapers  around 
the  country  set  up  their  own  mentoring 
programs.  They  could  not  only  bring  more 
committed  youngsters  into  the  profession 
but  also,  by  enlivening  student  newspapers, 
get  more  of  the  young  in  the  habit  of 
reading  newspapers. 

Henderson  is  also  confronting  SPJ 
chapters  around  the  country.  “Most 
people,”  he  wrote  for  the  Oregon  SPJ 
newsletter,  “know'  the  NEA  represents 
teachers  and  the  AMA  represents  ph^-si- 
cians.  Why  do  so  few  people  outside  the 
press  know  about  SPJ?  We  are  the  largest 
professional  journalism  organization  in  the 
world.”  While  some  feel  SPJ  only  crosses 
journalists’  radars  “when  it  comes  time  for 
awards  or  workshops,  we  are  making  noise 
in  Oregon!  Please  lend  your  voice.  Get 
involved.  There’s  plenty  of  work  to  go 
around.  We  are  the  children  of  the  First 
Amendment.  If  we  don’t  defend  the  free¬ 
dom  of  the  press  and  government,  who 
will?”  And  if  we  don’t  mentor  journalists 
to  come,  who  will?  (Henderson’s  e-mail 
address  at  the  Itemizer-Observer  is 
thenderson  @  eaglenewspapers.com). 

In  a  sermon  at  an  Oregon  church, 
Henderson  quoted  from  a  joint  resolution 
in  the  early  20th  centuiy  by  the  American 
Unitarian  Association  and  the  Universalist 
Church  of  America:  “National  security  is 
guarded  more  through  freedom  and 
constructive  criticism  than  through  the 
silence  of  conformity  and  fear.” 

The  “Do  YOU  Feel  Safer  in  the  Dark?” 
poster  says:  “The  greatest  threat  to  our 
freedom  is  our  own  fear.”  S 
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The  Sunday  Arkansas  Democrat-Gazette  has  the 
HIGHEST  City  Zone  penetration*  of  all  major 
newspapers  in  the  UNITED  STATES. 

The  ten  newspapers  beiow  have  the  highest  circulation  penetration 
in  their  City  Zone  of  all  markets  with  more  than  100,000  households. 

SUNDAY  CITY  ZONE 

NEWSPAPER  PENETRATION 


Arkansas  Democrat-Gazette 

7135% 

Buffalo  News 

69.96% 

Rocky  Mountain  News/Denver  Post 

64.82% 

Daytona  Beach  News-Journal 

64.09% 

Harrisburg  Patriot-News 

63.75% 

Syracuse  Post-Standard 

63.75% 

Toledo  Blade 

63.20% 

Akron  Beacon  Journal 

62.50% 

Omaha  World-Herald 

61.48% 

Pittsburgh  Post-Gazette 

61.23% 

Source:  Audit  Bureau  of  Circulations  September  30, 2(X)3  FAS-FAX  report. 

*  Penetration:  Total  paid  circulation  divided  by  total  households  in  the  market. 

Arkansas  Democrat  ^  (gazette 

Arkansas '/ /% Newspaper 
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The  Mainstream  brings  a  whole 

More  leading  newspapers  worldwide  are  choosing  the  Mainstream  to  make  their  printing  more  newsworthy.  Its  1x4  format  cuts  plate 

new  sense  of  value  to  the  news. 

consumption  in  half,  allowing  newspapers  to  save  50%  in  plate  costs. The  Mainstream  is  also  built  with  Heidelberg’s  exclusive 


gapless-blanket  technology  to  eliminate  vibrations.  Making  it  possible  to  create  80,000  impressions  per  hour  while  maintaining  print 


quality.  It’s  just  the  color,  speed,  layout  flexibility  and  economic  value  expected  from  a  committed  partner  in  newspaper  printing 


solutions. The  Mainstream  from  Heidelberg -there’s  no  news  without  it. 
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